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‘all pe" al ga There are about 30,000 retail hardware 
Be ee! 8 i dealers following the sale of Star 


p Si a blades today, helping to supply these 
4 blades throughout the country. 


The successful dealer today stocks Star 
en Hack Saw blades as they net him a 
Site Woden tate At em . . 

ee hea : s Age greater income by their constant de- 

g mand and ever increasing turnover. 





ra Star blades have proved their merit 
*, 'G “apin’ BN over a period of a half century and 
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| Ly 7D {Mes every Star sale is a satisfied customer 
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for the hardware dealer. 
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LEMSON BROS., INC. 


MIDDLETOWN, NEW YORK. 
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If you could ring up the cash 
register every time you have 
a chance to buy Screw Plates— 
or anything else — below the 
market you probably wouldn’t 
handle GeGiant—because they 
cost more and you don't 
get any special season dis- 
counts either. 


But—until goods are sold 
you don’t have a profit. And if 
they stick around long enough 
in stock you may not have a 
profit even then. 


So, after all, it doesn’t pay to 
be too much influenced by pur- 
chase price; it’s safer to think 
of salability. 


The great majority of dealers 
who handle Screw Plates han- 


dle and push @#@@iant. They 


@TD 


crew Plates 





tell us they do so because 
LittleGiant Screw Plates have 
salability, without which there 
are no profits. 


We believe it, partly because 
the GHeGiant is the best 
known and best designed 
Screw Plate on the market, 
and partly because it 1s 
the best advertised one. 
For example—next month will 
see a handsome three-colored 
insert in all the leading indus- 
trial magazines advertising 
Little Giant Screw Plates. It will 
also appear in this magazine, 
so our thousands of distributors 
will know what we are doing 
to help them sell. 


Look for it—it’s one of the ways 


we keep Gw#eGint the best 
Screw Plate bet. 


y 





Greenfield, Mass. T 
Send me some of your new screwplate Folders, | 


“Profit Insurance” 


| 











GREENFIELD §f| TAP AND DIE 
| CORPORATION. 
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You can sell more 


Eagle White Lead 


because of this 


quick break-up— 





hang the instruction 
chart in your store 





ASTER painters are taking a 
keen interest in this new, unique 
advantage of Eagle White Lead— 
because of the special design of the keg 
and the smooth uniform consistency 
of Eagle, 100 pounds can be broken 
up to painting consistency in consider- 
ably less than ten minutes. 

Complete instructions for the quick 
break-up are printed on our instruction 
chart. Keep a supply of these charts on 
hand for the convenience of your cus- 
tomers. Hang one prominently in your 
store—it will help boost your sales of 
Eagle. 

Write today for a free supply of in- 
struction charts explaining the quick 
break-up. The Eagle-Picher Lead 
Company, 134 North La Salle Street, 
Chicago. 


EAGLE 


Pure WHITE LEAD 


OLD DUTCH PROCESS 












Hang this free instruction 
card on the wall of your 
store. Write for it TODAY. 
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Now, you 


/ 


fix that Bell 














EVEREADY Pa eran pm 
ngines an enera 
bosoms Ignition Purposes 


Unit of Union Carbide and Carbon Corporation 
ti I longer Sold in England and Colonies under trade-name Columbia 





In The Saturday Evening Post, September 24th, to help you sell Eveready Columbia 
Dry Batteries. The same painting is also available in the form of a window display 
piece. Get it from our salesman or write us, and put it on display throughout the 
month of September to tie in with this unusually attractive advertisement. - 


NATIONAL CARBON COMPANY, Inc., New York—San Francisco 


Atlanta Chicago Kansas City 
Unit of Union Carbide ucC and Carbon Corporation 
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No (GSAMBLE 


in these 
°° SALES 


This profit-protected 
razor breaks all sales 
records in New York 


¥" U’LL know the Schick Repeating Razor is 
a winner, after you’ve displayed it for a 
week. Just what you’ve been waiting for— 
that rare bird—a fast-selling five dollar razor! 
The Schick sells as fast as it shaves, and a 
faster, smoother shave cannot be had. 

This lusty youngster is the pacemaker in 
many stores. It will make an ideal hardware 
item for your store ... with its generous profit 
and rapid sale. New enough to appeal, old 
enough to be proven—the Schick Repeating 
Razor is no gamble. 

Shift your cash register into high. There’s 
full profit in a Schick sale. Price protection 
guarantees that. Razor complete with 20 
blades $5. Extra clip of twenty blades 75c. 

One store in New York sold 9 dozen Schick 
Razors from one window display, the first 











Just tilt the 
razor head 
and you are 
off to a flying 
start. It is 
positively 
amazing the 
way this razor 
shaves. 


week. The Schick sells anywhere—why not 
put it to work for you? 


BACKED BY NATIONAL ADVERTISING 


Besides its price-protection and _ full-profit 
features, the Schick Repeating Razor is backed 
by ‘full page advertising, every other week, in 


- the Saturday Evening Post. Scores of your 


customers will want to buy this razor. Let our 
display material (sent on request) clinch sales 
for you. Order from your jobber now. Delay 
means Schick sales lost—$5 sales lost—full 
profit sales lost. 


POSITIVELY FASCINATING— a 
THE WAY THIS RAZOR WORKS 


New blade in—old blade out 

- ina split second, without | 
touching the blades. 20 super 
sharp blades in a clip—slip 
into the handle—all set. Time 
saved—trouble saved. A sweet 
little shaving tool. Men are 
buying them by the thousands. 





MAGAZINE REPEATING RAZOR COMPANY, 285 MADISON AVENUE, NEW YORK 


In Canada, Razor with 20 blades, $6.50. Clips of 20 blades, $1.00. Canadian Distributors, T. S. Simms & Co., Ltd., St. John, Montreal, Toronto, Winnipeg, Vancouver 


SCHICK REPEATING RAZOR 


— 
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In HAMILTON, 








in BOSTON, MASS. 





OHIO 


et your windows 
back up Corbin Advertising 





















FIND INET TTP 

Good Buildings Deserve 

Good Hardware 
ATTN 

















Behind the simple beauty of this lock 
dwells security 


Your hardware—what must it have? Good looks? Security? 
Good hardware should give you both . . . Corbin does. 


Consider this Corbin Unit Lock. Nothing to take apart—nothing 
to put together—nothing to rattle or shake. You buy it all ready to 
go to work. Make a notch in your door. Slip in the lock. Turn home 
the screws—and the job is done. Solid. Rigid. Strong. 


In Corbin Hardware there is security you can trust to keep in- 
truders out—to work readily and steadily for years. 

N 
Beir ou choo er hdwere, P. & F. CORBIN “tet NEN BRITAIN 


let us send you cur booklet (C-9) 
to help you. New York Chicago Philadelphia 
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In PROVIDENCE, R. I. 


In ABERDEEN, WASH. 





In HARTFORD, CONN. 
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t Corbin Advertising 
back up your windows 












Good Buildings Deserve 











OR ER 





lh RETIN te 8 


ti a oe 


ARB 2 





In ALBANY, N. Y. 





you can trust 
lily fo years. 


ongy NEW BRITAIN In LEXINGTON, KY. 








In BAKER, ORE. Bejore sow } COR REN 
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These 13 Photos partially show 





KEYSTONE 
Ratchet Wrench Set No. 555 


This ratchet kit is the most universally attractive 
Keystone ‘‘Soc-kit.”” It gives the motorist, me- 
chanic, farmer and householder the speediest 
and most useful wrench that can be produced. 


a 














% 





x 





everywhere useful—everywhere saleable 


The Keystone Ratchet Kit comes ina rat- 
tle-free Keystone Channel-Topcase, heavy 
gauge pressed steel, 
nickel plated and 
highly polished. It 
fastens with a fric- 
tion clasp. Sockets 
are visible, a sales 
help when on dis- 
play. 


The set contains 8 
hexagon sockets, 8” solid hexagon steel 
handle, 7” drop forged steel ratchet han- 
dle, combination ratchet adapter and 
screw driver. 


a % 
ay « 
t 2 


Sockets are Keystone quality, heavily 
made of special steel, heat treated for 
wear and strength. Accurately ma- 
chined. Fully guaranteed. Socket sizes, 


1" ” oo" 54" 1” 37" VAs 15” 
16» 0’, 2% »/8 9 16 1%. . 








The 8” solid handle furnish- 
es a powerful socket wrench 
when theratch- 
et isnot needed. 


It attaches to 
sockets with a 


spring and ball snap. 





x f A 
‘a No. 333 Keystone 
== Channel Top Kit 


The original Keystone Socket Wrench 
Set. Widely sold by leading hardware 
stores. List price $1.50. 


















The ratchet handle, illustrated below 
with the short adapter, is a new design 
with fewer wear- ing parts, 
promising longer life than or- 
dinary wrenches. 






It may be used 
either for right 
or left hand, by reversing the adapter. 


A swing of 36° only is required to turn 
the nut. 


The Keystone Ratchet Handle is drop 
forged—far stronger than the usual 
pressed steel type. 

The photo shows the 
handle being tested by 
hammering witha 
heavy mechanic’s hard- 
ened steel hammer. It 
will stand the roughest as a 
abuse. aussie 





The ratchet pawl is special alloy stee] Hammering di- 
heat treated for greater strength. Notool [aychetfailedto 
is better made than the Keystone 
Rachet Kit. 
By using the solid handle 

as a long 
adapter, 
inthe man- 
ner photo- 
graphed, the ratchet handle can be used to 












K 
No. 222 Keystone Box Kit 


Neat and compact: Six sock- 


ets and handle in rattle-free 
nickel-plated pressed steel box. 


List price $1.00 
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the USEFULNESS of this single nal 





Tightening engine head 





Changing tires 


turn a nut from any distance up to seven 
inches away, either right or left hand. 


These illus- 
trations of 
various uses 
about a mo- 
tor indicate 
the innu- 
merableuses 
of the Key- 
stone Ratch- 
et ‘‘Soc-kit”’ 
Set. 


For work about the motor the Keystone 
Ratchet Wrench is more convenient and 
faster. 


For changing tires, every motorist will 
recognize at once that the ratchet wrench 
saves half the time 
and makes it aclean- 
er, easier job. 


For otherwise inac- 
cessible nuts the 
Keystone Ratchet 
with long adapter is 
the perfect tool. Ob- 
serve how fendersare 
tightened from un- 
derneath; an operation no other tool will 
do as conveniently. 
The sales record of the Keystone Ratch- 
t ‘Soc-kit” 
has already 
proved its 
value. Intro- 
duced last 
spring, it was 
put in stock 
immediately 
by many Keystone customers of long 
standing. During the summer every 


eMail 





Tightening fenders 











The original Westcott 
Wrench made by the 
Keystone Mfg. Co. for 
twenty-five years. 
Known throughout 
the world. 







Made in 
6 sizes 


4” to 14” 


x 








See the Keystone Ratchet Kit as soon as possible. Mail the coupon today. 


original customer sent in 
re-orders. 


It is a tool which every 
hardware and automotive 
supply store will find will 
become a staple. The list 
price is $2.00—a good 
value. 





We want to make sure Tightening water connections 


that every wholesale and 
retail buyer has an opportunity to exam- 
ine the Keystone Ratchet Kit. 


For this pur- 
pose we offer 
tosend toevery 
firm who writes 
to us on its 
letterhead, or 
returns’ the 
coupon below, 
one only ratch- 
et kit at the 
_— i. special price of 
Using long adapter $1.00 net, de- 
livered. This price is limited to orders 
received within 30 days from date of this 
advertisement. 


We will be glad to fur- 
nish jobbersand dealers 
with sales helps. Write 
for catalog showing 
quantity discounts on 
Keystone ‘‘Soc-kits’’/ 
and the Ratchet Kit. 





Keystone Manufacturing Co. 
41-61 Chandler St., Buffalo, N.Y. 


Sales Representatives: Surpless-Dunn & Co. 
New York and Chicago 





Tightening water connections 








x A 
KEYSTONE MFG. CO. 
41-61 Chandler St., Buffalo, N. Y. 
We are interested in the Keystone Ratchet Kit as advertised. 
Kindly send one sample Ratchet Kit at your special price of 
$1.00, and full catalog information and price lists. 
POI gic Bctssesiceica ches den Covad een aag apa ened aed pibies cidenevcneusenv 
COMPANY’S NAME 
STREET. 
Cry 32 ; STATE 

¥% x 








Facsimile copies of this advertisement will be furnished upon request to hardware merchants who wish to use it for their own display or advertising. 
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N. Y. Building 
of U.P. C. 


239 West 39th St. 


A. C. PEARSON 
Chairman of the Board of 
the U.P.C. 
President of the Textile 
Publishing Co., N.Y. C. 
FRITZ J. FRANK 
President of the U.P.C. 
President of the Iron Age 
Publishing Co., N. Y.C. 

ae 
C. A. MUSSELMAN Pr Lad 
Vice President of the oe aslt«¢ é 


P.C 


pEHtl ONS ee 


Add Ld 


President of the Chilton 
Class Journal Co., Phila. 
F. C. STEVENS 
Treasurer of the U.P.C. 

President of the Federal . . 
Printing Co., N. Y. C. Philadelphia Plant of U.P.C. 
N. W. Cor. Chestnut and 56th Sts. 
Headquarters Chilton Class Journal Co, 


See 
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PURCHASING PoweR 
| PAID CIRCULATION 





Bhan og | 


her ree =" bp napa Li 












EADER interest is the essential, of a 
good business journal, and this can be 
obtained only as a result of a policy 
which builds large paid circula- 
tions among the most desirable 
trade units on the basis of editorial merit. 











The right kind of paid circulation is a guar- L_. —— 
antee of purchasing power and U. P. C. publi- 
cations represent the maximum of that kind of 
circulation in the fields covered. 


Upon request we will furnish detailed proof. 
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1 Facts -About a 
Remarkable “Bolt 


| 1 Its threads are as accurate 
as those of a hardened and 
ground gauge. 
= Its minimum tensilestrength 
is 80,000 Ibs. 

* 3 It is cold-headed yet the 
head will not come off. 
ae, 4 It resists the effects of mois- 

agar! ture and dampness. 

5 It is exactly identical with 
every other Empire Bolt of 
the same size and style. 


6 It saves time in assemblyand 
reduces scrap toa minimum. 





MPIRE New Proc- 
ess Bolts are 


cold-heading of the 
bolt is one of the 
made “cold” in their & greatest of our 
entirety—up to the e= 9 achievements. So 
point of heat treating. Ex- perfectly has this been 





This is the thread profile 


perience has shown that a worked out that we guar- Lo ac blend ty oe 


screw thread comparator. 


bolt made in this manner antee the head of an 
is stronger ineveryrespect Empire New Process Bolt 
than theold“hot” method _ will not fly off under the 
of bolt-making. Butithas most severe abuse. 


taken years and the experi- Samples for testing on request. 


. RUSSELL, BURDSALL & WARD 
ence and skill of R. B.&W. © BOLTS NUT COMPANY © 





men to find out just Oa ee ee hardened and grou 
SS “i” median, “Ti tan ne 
to make bolts “cold.” The SRSA ETTTSES — Soe ilakd wapecun 





EMPIRE@.BOLTS 


Over 80,000 lbs. tensile strength 
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1779 — Wire Scratch Brush. 
Made withcurved back. For re- 
moving paint, varnishand rust. 


Osborn Wire Brushes 
Scientifically Treated 


Osborn Wire Scratch Brushes are scientifically treated 
to assure a permanent cutting quality. As is true of 
all Osborn better-wearing brushes, they are built 
specifically for the job. 


In addition to the special treatment of the wire, they 
are also skilfully shaped to make working easier and 
quicker. 


For removing paint and varnish; cleaning wood, 
stone, brick, metal, iron-work, foundry castings and 
rubber, select wire scratch brushes bearing the Osborn 
trademark for the utmost in efficiency and economy. 


THE OSBORN MANUFACTURING LOMPANY 


5401 Hamilton Avenue Cleveland, Ohio 


Makers of nationally advertised Osborn Blue Handle Brushes and 
Osborn Du-All Mops, Dusters and Polish 





A BETTER WEARING BRUSH 


| 











1777—Steel Wire Scratch Brush. A nar 
row brush for pattern makersand braziers’ 
finishing work, cleaning architectural iron 
work, figured brass and small castings. 
Size }4" wide, length over all 14”, length 
of wire 114". 





106—Butcher’s Block Brush. Madeot 
especial drawn and tempered flat steel 
wire. A very popular number—iving ex- 
cellent service. 


ya 


1781—Wire Scratch Brush. Standard 
Shoe Handle Brush for household, auto or 
factory use. 


1780—Wire Scratch Brush. Straight 
back brush with extra long wires for 
Beneral use. The wire used in Osborn 
Scratch Brushes is the first quality 
tempered steel, drawn especially for 
scratch brush use. 








Assortment ‘‘K’’—Containing an 
assortment of 12 fast selling wire 
scratch brushes in attractive coun- 
ter box. 


FOR EVERY USE 
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fits any 
cord 




















Thousands of eager inquiries + 
ie and every sale goes 
to a retailer 














' (iy We answer these inquiries promptly—and 
a, refer them to their neighborhood hardware 
—————— stores to buy ACCO Sash Chain. 


= : Your customers will soon be asking you about 
~S a Ash COM, this sash chain which will not stretch, fray, 
: EPL or run off pulley. Which will last for years 
f without repair. Which will hang 140% more 

ee windows—no knotting, no waste. 
<= : “4 CO Be prepared to tell about and sell it. 


a AMERICAN CHAIN COMPANY, Inc. 
, = Ng, BRIDGEPORT, CONNECTICUT 
Annie Diewier Sates, OGers: a. — ‘oO New York 
. ° "ANY, Inc iladelphi urg! nm Francisco 
Display this carton . we you key In Canada: Dominion Chain Company, Limited 
It holds 10 bo h taining 14 feet Niagara Falls, Ontario 
—_ ee ea World's Largest Manufacturers of Welded and Weldless Chains for 


of sash chain with complete attachments, All Purposes and Makers of the Famous WEED 
Automobile Accessories 


ACCO No.8 Sash Chain 
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In addition to frequent excellent window displays, the Saxton Hardware Company show 


Vollrath Ware inside the store in this conspicuous manner. These four shelves are each 21 feet long. 


Six exclusive window displays 
every year... 


and some Vollrath Ware in the 


knows it she has bought several 


1EN Mr.GeorgeM.Kern,Jr., windows all the time, help the . ; 
Manager of one of New more items than she intended to. 
Saxton Hardware Company, New , ‘The Vollrath Ware on our 


Orleans’ largest hardware stores, 


shelves is always kept neat and 


displays Vollrath Ware he does QOfleans, to sell this profitable line. 
clean and adds a great deal to the 


not do it in a half-hearted manner. 

He says, ‘‘We have six window dis- 
plays every year devoted exclusively 
to Vollrath Ware and always have 
some Vollrath Ware in the windows 
even when displaying other mer- 
chandise. 

‘We find these displays most effec- 
tive in getting people into the store, 
not only to buy Vollrath Ware but 
also other goods, too. Vollrath Ware 
is attractive in appearance and it 
makes attractive windows possible. 

“Vollrath Ware is a year ‘round 
seller and never fails to stimulate 
trade for us when seasonal items are 
selling sluggishly.”’ 

Mr. Kern goes still further in show- 
ing Vollrath Ware. Look at the photo 
of his display inside the store. Every 
item stands out distinctly by itself 


and all are orderly arranged for the 
customer's inspection. 

“So few women,’ he explains, 
‘realize how large the Vollrath 
Ware line is, and by displaying the 
many items inside the store as we do, 
we find that many sales are made 
automatically by the ware itself. A 
woman sees different sizes of stew 
pans, for instance, and before she 





attractiveness of our walls. 

“We use the Vollrath Stock Sheets 
for keeping our’stock complete. They 
are a great help to us, because our 
store is nearly 1500 miles away from 
the Vollrath plant, yet we never 
have to ask a Customer to wait on an 
order.”’ 

Remarkable as Mr. Kern's expe- 
rience is, it is nothing unusual for 
Vollrath dealers. But can you say as 
much for the lines you handle? 

The Vollrath salesman will be glad 
to give you full information about 
Vollrath Ware and how to sell it, or 
vou Can write 


THE VOLLRATH COMPANY 
Established 1874 


Sheboygan - Wisconsin 


| 
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BUMPS > Meer puRose 
[HAY TOOLS & b DOOR HANG: ERS) 






















33%4%, less power required to op- 


Patented Rolling Motion Cog von 
erate, 















welded to windmill bar. Neo loose 
joints to cause trouble. 





1%” Steel Piston Rod — vo" toons | 


te 
Myers Defiance > 
Pump Standards — 
quality built for 
lasting service—are 
known and re- 
g 
Q 
g 






Stuffing Box of Unusaal Size, 2%” 
Deep—Long time wear. 









Extra Large Alr Chamber—Full } 
even flow of water. f 






spected everywhere. 
Fortified with many 






improvements, 


Compression or Plain 











Spout—Iinterchangeable. Extra Long 
Can be located either \ \ es — Full stren g thened 
right or left or straight \ stroke — in- a 
——. Simplifies instal- IN creased power. throughout to with- 
‘ \ Malleable Iron stand severe pumip- ‘ 
WA, cum. Fulcrum | ing duties, whether : 


a nnected “at | used in deep or shal- 
rect to brace 


which rests low wells, or oper- 






Takes 2”, 14%” or 14%” Suction Pipe 
Three Stands in One. 





Patented Three In One lon Pipe ¢ 












\ torm. Severe ated by hand, wind- 
Heavy Stand with Full ccdom| 5, eer Lite. mill, engine or mo- 
Base. Great Strength — Freedom ‘™ No Breank- ° 
from repairs. A age. tor, they give per- 


manent satisfaction, 
outwearing by years 
{ i" Back out- #} ordinary types of 













the handie. Transfers strain from 
top of pump to platform thus 
eliminating all side strain at top. 







let—wuter can 


he piped in any stands. W e wi l l 


direction, 


Substantial Steel Brace, a4) 


gladly send catalog 
and prices. Write. 





Base Deeply Re- 
cessed prevents 
surface water 


























entering well FIG. FIG. : 
1478 {395 












WII receive a 7” i 
well pipe. 
PATENTED 
Sturdiness, outstanding individuality in design and special features, 
wide range of installation possibilities, give Myers Defiance Stands an 
air of distinction that attracts and holds the attention of those who are 
prospective purchasers. Dealers everywhere tell us that discriminating 
buyers prefer the Myers Defiance Pump Stand to others not so reliable. 
That’s why so many good dealers are now placing their exclusive 
efforts behind them. Study the feature illustration appearing above. 
It augments our statements about this remarkable Myers Stand. 


rE MYER 


Manufacturers for over Fifty Years of MYERS HONOR:BILT PUMPS for Every Purpose. 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~ BARN,FACTORY and 
GARAGE DOOR HANGERS: STORE LADDERS, Etc, 
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J NS 
Afile — 


SIMONDS, 


ipecial Hand Jaw 



















Quality and 
usefulness are re- 
sponsible for the 
popularity and in- 
creased demand for 
the Simonds Special 
Hand Saw File. Carpen- 
ters and other mechanics 
want them because they do 
a better job of hand saw filing. 








Sizes .- 
and List Prices 
Special Hand | 


Saw File 
Are you prepared to get your 


share of this file business? Look 
over your stock and send in your 

order now. These files are made 
542", 6” and 7” in length, but the pop- 

ular choice appears to be the 544” and 
6” lengths. They sell faster. 


514” ..$3.80 Doz. 
6” ..$4.50 Doz. 
7” ..$5.40 Doz. 


Write for 
Dealers’ 
Discounts 


Look at the sizes and prices and then 
ask your Jobber for your discounts. 


SIMONDS Saw ano Steet Co. 


Established 1832 Fitchburg, Mass. 
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Approved | 


——by the keenest 


buying ea he in the country 


As quality is always a first consideration 
with us we know that the metal used in 
our rivets is absolutely “right” to start 
with. This is also true of the fabrication 
of the metal into the finished product. As 
proof of these statements we invite a com- 
parative test of the driving and setting 
qualities of our rivets with those of other 


make. 


RATAN TT 


TUBULAR RIVET & STUD 
cout noronsare COMPANY 


J. T. MeDEVITT 


Gwen’ Coltioonie BOSTON 
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Bouse Needs. $175 
Worth of Domes 


== | you’ ve ever aa aed where all the 
| | Domes of Silence go, figure it up: Fifty 
: ‘apattments--or fifty homes--each aver- 
aging thirty-five pieces:of furniture require 
$175 worth of Domes! Why hide Domes of 
Silence? Why dodge. profits? Display Domes 
where they will niake‘sales}A new Display 





Cabinet—designed for you--is' pictured on the 
next page.. Examine it-then write yout jobber 
for yours. 7 
ds oo ae ; 

Anh i —— A Wf scoeeaeee socmoomane | N | 


DOMES of SILENCE 


Easily cApplied 
Save Furniture, Floors 


and Rugs 


Better Than (asters 
The Perfect Furniture 


Footwear 










Reg. U. S. Pat. Off. 
No. 995,758 which will 
be strictly enforced. 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 
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This new metal Display-Stock 
Cabinet--Assortment D-20--costs 
$10 and sells for $15. Contains a 


66 ! e 99 Bross sets as, follows: I dozen ea ch 
!'That Reminds Me.” ahsiess 


REFILLS. 

Se D 19 Assort- 
lage ment: Packed 
Ys gross sets: 

1 doz. each of 
y%", %°, %° 
and %". $9 

per gross 


REFILLS: 


Sizes %*, 1%", %", %" and %" 
packed in % gross sets straight 
sizes--$9 per gross sets. Size 
1%" packed | dozen sets--$13.50 
per gross sets. 


--So attractive a display is bound 
to catch the eye of every passerby. 


i, «) @1OUR jobber has it-the new 


Aral 


\ £) metal Display and Stock Cabinet 


=") -the handsome five-inch deep 


cabinet that is selling Domes by the dozen 
sets per customer. She sees the full face 
of the packages--you see the edges with 
the sizes marked plainly--always ready 
for you to show other sizes for other 
pieces in other rooms, turning her one- 
package request into a dozen-package 
sale. Order yours from your jobber. 
Let it go to work for you tomorrow. 


DOMES of SILENCE 


Better Than (asters Easily cApplied 
The Perfect Furniture 4 Save Furniture, Floors 


Footwear : and Rugs 


Reg. U. S. Pat. Off. 
No. 995,758 which will 
be strictly enforced. 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 
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The 5 whys for the ready sales of 














The first need for ‘‘water- 
less cooking” is a covered 
thick pan. This thickness 
helps keep food from 
scorching. Griswold cov- 
ered utensils are won- 
derfully thick, and get 
evenly hot all over. 
Women seldom need stir 
what is cooking. 


"Waterless Cooking” means cook- 
ing fruits, vegetables, roasts and 
fowls in very little water—sometimes 
in no water—never with enough to 
have any to drain off, and thus 
waste any of the valuable nutrition. 
Magazines are full of this “finer- 
flavor” way of cooking. Women 
everywhere are excited about it.... 
Now Griswold thick Cast Aluminum 
Utensils — “Waterless Utensils” — 
with their tight-fitting covers, their 
patented drip-rings in every cover 
—come in combinations that make 
women want whole sets. 

These utensils brew out goodness 
from the fruit, vegetables, and meat 


Then for finest kind of 


these “ 




















The second need is a 
cover that fits snugly. 
This holds in the steam 
—and the flavor. You 
can see that not even the 
thin blade of a paring- 
knife can get under the 
Griswold cover. 


—enough to cook them safely with 
only a minimum of moisture. Po- 
tatoes, for instance, jackets on, cook 
in just their potato steam. Wax 
beans brew out of themselves a half 
cupful of bean essence, and this the 
housewife pours around them in 
serving them—as white sauce. Rib 
roast—juicy as it always is—distils 
its own gravy and bastes itself in it 
from the rings inside the cover. 





“waterless cooking” every 





cover should have drip- 
rings. This drips down 
a constant’ steaminess 
and keeps the food moist 
all over. Griswolds are 
the only covers that are 
all self-basting like this!* 
They make a tremendous 
difference in flavor. 


Griswold Waterless 
Utensils also come in 
wonderful combinations. 
Here is a Triplicate Set 
—three utensils for one 
burner. 













Here an Omelet Pan that is also 
a corn-popper and an_ upside- 
down cake pan. There's a Casse- 
role that is a baking utensil at 
times; at other times a freezing 
utensil. ... There’s a Baking 
Kettle that bakes cakes and p’es 
on top of the _ stove....A 
Dutch Oven-and-Steamer that 
cooks meats and desserts at one 
time. . . . Women like these con- 
venient combinations. 































ATERLESS” 
UTENSILS 


And naturally, for “wat- 
erless cooking’’ there 
must be a low flame. A 
high flame under utensils 
as thick as these would 
be much too hot—and 
why waste the gas when 
it is unnecessarv? Women 
appreciate this substan- 
tial gas-saving. 






Apples cook in their own fruit syrup. 

Cooking experts admit that for 
sixty per cent of the familiar foods 
—for almost every kind of meat, for 
many fruits, for tomatoes, spinach, 
string beans, carrots, corn from the 
cob, celery, peas, asparagus, lima 
beans, squash, pumpkin, potatoes in 
their jackets, potatoes peeled, beets, 
turnips, onions, rhubarb, egg plant, 


peppers, mushrooms—this “water- 
less way” is the ideal way of 
cooking! 


Griswold Cast Aluminum Utensils 
are stainless, dentless, warpless, with- 
out pore or rivet—sanitary inside 
and out—bright as mirrors, and 
easily kept gleaming! Women find 
their prices surprisingly reasonable. 
Advertising posters in four colors, 
window streamers, booklets, are free 
with your order. Get in touch with 
your jobber at once, or with us. The 
Griswold Mfg. Co., Erie, Penna., 
U.S. A. 


GRISWOLD 


Makers of Extra Finished Cook- 
ing Utensils in Cast Iron and 
Aluminum, affle Irons, Food 
Choppers, Reversible Stove and 
Furnace Pipe Dampers, Fruit 
Presses, Mail Boxes, Bolo and 
Other Portable Bake Ovens, Gas 
Hot Plates, Electric Waffle Bakers 


"A especial patented 
iatide taakee thes and Electrical Hot Plates. 
~ self-basting. 


‘‘THE LINE THAT’S FINE AT COOKING TIME” 
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WORTH WHILE 
TOOLS 

















Drop Forged Steel 


Made in Sizes 
5-6-7-8-9 inch 


he Plier that Does the 
~toughest Jobs and~ 
stands the Hardest wear 


This Pexto No. 30, Star-Rivet, Box-Joint, Side-Cut- 
ting Plier represents a high grade line of Pliers. They 
hold firmly, operate easily, cut accurately and the cutters 
remain true. They offer great strength and lasting 
qualities. 


The rectagonal opening at the back is convenient for 
turning lag bolts. The raised cutters cut flush. The 
box joint gives perfect fit and alignment. Positive action 
and long wearing qualities for Mechanics or for house- 


hold use. 





Write for Catalog No. 26T 


THE PECK, STOW & WILCOX CO. 


Get this attractive Display Card SOUTHINGTON, CONN., U. S. A. 


for your counter. 
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Ti he “Ait or miss” 


| peetemcemata today is more and 
more an exact business science. 
It is governed by fundamental laws 
and rules. 


The “hit-or-miss” man may start 
out in the retail business, but he is 
not likely to make a success of it. Put 
him across the street from a retail 
merchant who knows his business, 
and the contest for supremacy is in 
no sense an even one. 


Just as men have come to know 
that without training they cannot 
hope to succeed in law, in medicine, 
in engineering—so we are coming to 
realize that the man without train- 
ing cannot succeed in retailing, in 
competition with the man who 
knows the business of retail mer- 
chandising. 


Successful retailing today is being 
conducted on the basis of known 
principles in every phase of store 
management and merchandising. 


With the cooperation of the lead- 
ing authorities in every field of re- 
tailing, the Alexander Hamilton In- 


ALEXANDER HAMILTON INSTITUTE 


usually 


stitute has now assembled these prin- 
ciples in its new Course and Service 
under the general title of 


Modern Merchandising 


Here is a Course in which every 
merchant will find an almost unlim- 
ited fund of merchandising ideas— 
ideas that have made profits for the 
most successful merchants in retail- 
ing today. 

Every field of merchandising, 
every phase of retailing is covered in 
a business-like manner by men whose 
authority is unquestioned. 


The complete story is told in a 
booklet called “Progress and Prof- 
its.” It will show how this digest 
of successful retailing methods will 
help you make greater 
profitszow.We will gladly [a 


send you a complimen- 


LEXANDER HamILton INSTITUTE 
110 Astor Place 


Why is it that one merchant 
will do a rush business, while 
another just across the street 
will barely make expenses? 


man 


misses — 


Among the authors of the new Modern Mer- 
chandising Course are the following men: 


Frepericxk D. Corey, Vice-President of Marshall 
Field & Company, in charge of Retail Merchandising 


Dr. Paut H. Nystrom, Vice-President, in charge of 
Merchandising, Congoleum-Nairn Company, and for 
six years Director of the Associated Merchandising 
Corporation 

Dr. Lez Gattoway, First Director of the School of 
Retailing, New York University; a well known author- 
ity on Store Management 

Epcar J. Kaurmann, President of Kaufmann’s Depart- 
ment Stores, Pittsburgh 

J. C. Penney, Chairman of the Board, J. C. Penney 
Company 

Josep Cuapman, President, L. S. Donaldson Com- 
pany, Minneapolis 

Percy H. Jounston, President, Chemical National 
Bank of New York 

Jdun Brock, Kirby, Block & Fischer, Resident Buyers 

Cot. Davip May, Late Chairman of the Board, May 
Department Stores 

W. T. Grant, Chairman of the Board, W. T. Grant 

company 

Crayton Porter, President, United States Stores 

Amos Parrisn, Dtrector, Amos Parrish & Company, 
Store Counselors 

Wituram N. Tart, Editor, Retail Ledger 

Suetpon R. Coons, Executive Vice-President, Gimbel 
Bros., New York 

Joun B. Garver, The Garver Bros. Company, Stras- 
burg, Ohio 

—and many others. 


New York City 





tary copy. Simply fill in 
and mail the coupon. 








In Canana, address the Alexander Hamilton 
Institute, Limited, C. P. R. Bldg., Toronto 


Please mail me a copy of “‘Progress and 
Profits,” which I may keep without charge. 


Name..._---- 
Position. __ 


ee ee a ae LEE. SR SI aeaen E ETO 
In Encranp, 67 Great Russell St., London | Bisiness 
Iw Austrauia, /1¢ Castlereagh St., Sydney 
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SY BL Right! 


It’s all the same— back saw, panel saw, 
or rip saw—you can always recommend 
the Stanley Saw Set. Made to be used 
in a comfortable and natural position. 
The teeth of the saw are always in plain 
view permitting the user to make quick 


adjustments. 


Features of the Stanley Saw Set No. 42 

1. ‘Pistol Grip’’ enables comfortable handling — 
no cramping of wrist. 

2. Easy to operate—simple to adjust. 

3. Saw teeth in plain view while being set. 


4. Machined anvil and plunger assure accurate 
results. 








5. The anvil is graduated so that the same adjust- 
ment can be obtained for duplicate work. 


6. Furnished in durable black finish; also full 
nickel plated under class No. 42N. 


The new Stanley Tool Book and Plan Service 
will increase your tool sales. Be sure you have 
a supply of these books and plans. 


THE STANLEY RULE AND LEVEL PLANT 
NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 


























Note the natural position 
of the hand. The teeth 
are always in full view. 





STANLEY 
ASW} 





STANLEY TO 


LS 














ee 








i 
he 





% 








HARDWARE AGE for SEPTEMBER 15, 1927 








A New Ingersoll Waterbury 


with the Greatest Watch Improvement 
since I ngersoll introduced Radiolites — 





NEW Waterbury—the most beautiful Ingersoll 
ever produced—the first watch tohave the bril- _ circle. 


Butler finished silver metal dial with sunk second 


25 





liant and lasting Chromium Finish! 


Chromium Finish! A beautiful blue-white resembling 
platinum. A wearing quality that calls for an entirely 


Pull-out Set! The watch itself has been improved. 


Each watch is packed in a distinctive Ingersoll box 
with velvet pad tray. Plain dial model retails at $5. 


new conception of what those words mean. 


How remarkably Chromium finish resists scratching, 
rust and corrosion is described below. 


Fancy Engraved Design! Butler finished back and 


Radiolite at $6. 


A watch that will command a new and large market. 


We strongly recommend that you place your order 
for this new watch at once. 


About Chromium Finish—for those who sell 


First of all, what is chromium? 


Chromium is not a new metal. It was 
first isolated as a metal by Vauquelin, 
a Frenchman, in 1797. Chromium ore 
deposits are distributed widely in the 
earth, although seventy per cent of 
chromium metal comes from Rhodesia, 
India and New Caledonia. 


Chromium is nine times harder than 
nickel. It is harder than it is possible to 
harden steel; in fact it is the next hard- 
est substance to diamonds, and for this 
reason cannot be worked as a metal, 


INGERSOLL WATCH Co. Inc., 


but it is used for alloy where great 
resistance to wear is essential, and where 
color or resistance to stain or rust is 
desired. 


While processes for electroplating of 
chromium have been known for a long 
time, they have not until recently been 
developed to a point where it was pos- 
sible to use them commercially. 


Where chromium is used for plating it 
produces a beautiful blue-white color, 
resembling platinum, and retains this 
high finish and strong brilliance with- 


30 Irving Place 
New York 


out polish. It will not scratch as easily 
as nickel and will not tarnish nor cor- 
rode; it has remarkable resistance to 
oxidation. 

It has stood over 400 hours salt spray 
test, as compared to the failure of 
commercial nickel plate for 40 hours. 
Chromium finish exposed to salt air 
continuously for months has resisted 
corrosion extremely well—much better 
than copper, nickel or brass, and is 
not affected by acid or vegetable or 
other stains which would corrode other 
metals. 


THE CHROMIUM FINISH CASE 


215 W. Randolph St. 290 First St. 


Chicago 


San Francisco 
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Sargent cylinder padlocks 
can’t be coaxed or cowed 


SELL security. There’s greater 
profit in pushing the better 
kind of padlocks. Even those 
people who want something 
“very inexpensive” can be 
sold the protection of Sargent 
cylinder padlocks. Point out to 
them that the mechanism here 
is the same as in the locks on 
their front doors. Show that 
twisting or prying won’t open 
them —that spare tires, tool- 
boxes and garage or cellar 
doors and windows equipped 
with them are as secure as pad- 
locks can make them. Your 
customers will be quick to agree 
with your suggestion that in 
these days a poor lock is hardly 
better than no lock at all. 


SARGENT & COMPANY, 


Yet Sargent cylinder locks 
are by no means expensive. The 
prices, which vary according to 


size, amount only to a few cents 
a year for theft prevention. 
Years and years of service are 
stored up in the smooth-work- 
ing mechanism that’s so snugly 
protected within each sturdy 
casing. Sell Sargent cylinder 
padlocks for the maximum in 
padlock security. Sargent sub- 
cylinder padlocks, lower in 
price, are suitable for use in the 
many places not generally sub- 
jected to lock smashing tactics. 
Assortment No. 501, containing 
twelve cylinder and subcylinder 
padlocks, includes a free dis- 
play board. Write for prices. 


Hardware Manufacturers 


NEW HAVEN, CONN. 


New York: 92-98 Centre Street 


Chicago: 150 N. Wacker Drive (at Randolph) 


SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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J é Sige : 


So many ounces of metal and 
wood, or a really fine tool— 
which do you prefer to sell? 

You know and your best cus- 
tomers—the experienced tool 
users—know that Maydole ham- 
mer heads are press-forged of 
selected tool steel; that the 
handles are of clear, second- 
growth, air-dried hickory and 
that they’re on the heads to stay. 
And Maydole national advertis- 
ing is reaching a million and a 
quarter tool users, constantly re- 


Worth Selling! 


} 


minding them of the value of 
Maydole’s eighty-four years of 
skill and experience. 

It’s easier and more profitable 
to sell Maydole Hammers. Your 
jobber can supply you with 
standard assortments or any 
styles and weights you wish. 
Get in touch with him and write 
us for Catalog and useful Pocket 
Handbook 23 “C.” Also write 
for attractive counter or window 
display cards. 





YOUR HAMM. 


Ma 


ole 


Hammers 


The David Maydole Hammer Co..Norwich,NY 
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Spare Tires Won’t Be Stolen i 
If This Padlock Is Used | ~ 

I wood screws, ma- 
No. 04691—An outstanding automobile padlock of the Eagle Hf chine screws, cap 
Lock Co.’s Line. : screws and set 
Motorists find this an ideal engage for _ a. screws. Finished 
carrier nce fastene plain, nickel, brass 
i 9 k f 
recog 1 doesn’t wor copper-plated, 
oe - ana pe ah ag or hot 
Steel ratchet, case hardene alvanized Also 

shackle h losel e . 
sutcincs. which sniee ie saan stove bolts, sink 
ment snug and non-rattling. bolts, hanger bolts, 
nuts, rivets, burrs 

and specialties. 


Millions of product 
—aone standard for 
accuracy ana quality. 





REED & PRINCE MFG.CO, 


WORCESTER, MASS..U.S.A. 
WESTERN BRANCH arCHICAGO-121 NORTH JEFFERSON ST. 


No. 04691 
(Illustrated) 


12 key changes. 
Cast Brass Case. 
Cover over keyhole to exclude dirt and moisture. 


No. 04691—154 in. Shackle Adjustment 14 to 1% 
in. (Black finish, hardened shackle.) 


No. 04692—15% in. Shackle Adjustment % to 24 
in. (Nickel plated shackle.) 


The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 


Front Door Sets Padlocks 
Wood Screws 


Eagle Lock Co. 


General Sales Office 
26 Warren St. New York 


PEG.ANU, 8. 8A. OFF 8G ANU. 8. PAT. OFF. 
Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIl. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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Qualified 
Dealer 
In Your Town 


Supply the demand. for the Genuine 
Armstrong Products which Armstrong 
advertising coupled with Armstrong 
_ Quality is helping retail dealers to get 
and to hold. 


For the past sixty years Genuine Arm- 
strong Stocks, Dies, Water, Gas and 
Steam Fitters’ Tools and Threading Ma- 
chines have given unfailing service and 
satisfaction to every mechanic. We in- 
tend that they always will. Keep stocked. 
Please order from your Jobber instead 
of sending to us. 


| 
} 











Our Only Addresses 
Main Office and Factory 


BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 


The ARMSTRONG MFG. CO. 






Yonutne 


ARMSTRONG 


, DIES , WATE 
TOOLS AND THREADING MACHINES 



































\ 


If hand india 


wore wound stripes — 


Some trucks would be covered with them. 


If your customers have some hand trucks 
crippled and shell-shocked in their battle 
with work—tell them about the tough, sturdy 
Anchor All-Steel Truck. 

Anchor Trucks are made of steel through- 
out. Have no wood to splinter or break 
—practically nothing to get out of order. 


A wide variety of types. Ask your jobber for com- 
plete information or write us for Catalog 102. 





ANCHOR POST FENCE COMPANY 
9 East 38th St., New York, N. Y. 
Branch Offices in Principal Cities 


NCHOR 


AWSteel ff) | 
































STRONG as steel — LIGHT as wood. 
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The harder the quality of 
steel used in making nails 
the better they are + + + and 
this fact accounts for the 
outstanding superiority of 


American Steel @ Wire | (Sonstant attention to man- 


Company's nails. _ | _ufacturing details is exem- 
Examine one of our nails. | plified in the character and 


eet ceam sharp Point, | Guality of Griffin products 


ing ample metal, the well 
punched barbing, the ac- 
curate gauge, and above all 
test that which does not 
appear at first glance—the 
great strength of the steel 
that holds straight in driv- | 
ing according to the work 
for which intended. 


American Steel & Wire Co. 


SALES OFFICES 
YORK 


j icturing Co 
CHICAGO. . . 208S0. LaSalle Screet NEW . oe 2.80. Chure Oi nufactu) IN§ , 
SLEVELAND. . . ockefe! ilding STO nklin 8 
DETROIT .” . "+. Foot of First Street PITTSBURGH .°. °°... Frick Building | 
CINCINNATI . “_. ” “Union Trust Building PHILADELPHIA *. °. * Widener Building E Rl E P N S 7. LV N | 
MINNEAPOLIS-ST, PAUL ATLANTA. . °. ° 101 Marietta Street . 
Merchant SSTER . wf OO 84GI | 8 


_ ats Nat’! Bank Bldg’, St.Paul WORCEST ‘ove Street =| H 
ST.LOUIS... 508 Olive Street BALTIMORE .°.°, ° . 32 So. Charles St. O : 
KANSAS CITY. .° . ° 417Grand Avenue BUFFALO | - + + 870 ilicott Street | 
BiANCMAG™Y. ° - Pry Nol Hiet He. UAC pEMMRR: .- | Miner Bas | EN ST. - NEW TORK | 

R i . rown- Marx x. s 2 ah ove ia iz. | 45 WARREN ST. - NE 
MEMPHIS. . Union and Planters Kank Bldg. #LOS ANGELES .° . "2087E. Slauson Ave. | 
DALLAS. er Praetorian Building ORTLAN + an hee, & Alder Sts. 555 W. RANDOLPH ST., CHICAGO 
/E ‘ rst tiona n| " SE. ° . 4 ve. So., Jonn,. St. | — 7 
SALT LAKE CITY . Walker Bank Bldg. " #United States Stee! Products Company 124 PEARL STREET - BOSTON : 
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“ALLENS” Hold 
in Moving Parts 


It takes more than a tight set-up to 
keep a set screw tight in a vibrating 


Why 


part. Your customers know they 
loosen—through off-pitch threading. 


The _ test-operation pictured above 
makes sure that Allen screws fit tight 
—and stay tight in moving parts. 


After being threaded to standard 
gauges, “Allens’’ are checked with 
pitch micrometers; the pitch diameter 
held to tolerances which make for the 
truest fit in the tapped hole. 


Where there’s any trouble with screws 
working loose, get your customers to 
try some ALLENS and try to lose them 
out of a moving part! 


The Allen booklet fully explains the 
“staying power’ of accurate threading 
and_ cold-drawing. With size and 
price-charts, sales-points complete. 
Are you supplied? 


The Allen Mfg. Co. 
139 Sheldon St., Hartford, Conn. 


Branch Offices: 


W. C. Stauble R. E. Gregory 
2909 Waverly St. 1029 Wesley Ave. 

Detroit, Mich. Evanston, IIl. 

E. P. Crawford W. J. McRae 
3348 No. Park Ave. 320 Market Street 


San Francisco, Cal. 


Philadelphia, Pa. 
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Quality Since 1869 


BOSLEYS 


Meta-Felt 


Weather Strip 





OSLEY’S “Meta-Felt” 
cushion edge weather strip is 
made of fine quality moth-proof 
felt and rust-proof steel. It is the 
same strip that has been used by 
railroads for years. 


Comes in short lengths, packed in 
handy containers, convenient to 
stock, easy to handle and quick to 
sell. 

The name Bosley on weather strip 
has stood for quality since 1869. 


Demand Bosley’s Quality Weather 
Strip from your jobber. We will 
be glad to give you the name of 
the nearest distributor. Write us. 














The D. W. BOSLEY COMPANY 


Montreal 


Chicago 


Trade Mark Registered 
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Why Dealers Stick to COES Wrenches 


The modern hardware dealer is a sound merchandiser— 
when certain products slump in sales he drops them quickly. 












When they sell and repeat, like COES Wrenches, he in- 
creases his stock to increase his sales. That’s real mer- 


chandising. 
Your Jobber will supply you. 


COES WRENCH COMPANY 


“In Business Since 1841” 

















CORBIN 


Wood Screws 

Drive Screws 

Coach Screws 

Machine Screws 

Set Screws 

Cap Serews 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plamber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 

Speedometers 


CORBIN 
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UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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NEW “SHELBY” CHECKING FLOOR HINGE 
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Some striking features of this Single Acting Hinge 


1. It is a door Check and Hinge combined. 

2. It closes the door gently and quietly. 

3. All mechanism is constantly working in a 
non-freezing liquid in a leak proof case be- 
neath the floor. 

4. A cast case is furnished for installing in 
cement or tile floors. 


5. Closing speed as well as firmness of latch- 
ing is regulated each by a separate needle 
valve extending through the floor plate. 


6. It has a positive hold-open feature at 90 
degrees or any point beyond to 180 degrees; 
can also be furnished non hold-open. 


Write for literature and prices to 


The Shelby Spring Hinge Company, Shelby, Ohio 


COAST REPRESENTATIVES 


Pond Hdwe. Specialty Co., Los Angeles, Calif. 


D. L. Herman, Seattle, Wash. 











Spring Hinges 
Overhead Carriers 


one Fold so Snug as ALLITH 























Allith Prouty Company 
Danville, Illinois 


Manufacturers of 


Garage Door Hardware 
Rolling Ladders 











Fire Door Hardware 
Door Hangers 


Allith-Prouty 


Accordion 


DOORS 


The country-wide patronage of experienced architects, 
contractors and hotel owners has put Allith first among 
accordion door hardware. These men know the re- 
quirements of real good accordion door fittings— 
know that doors like these must match, in quick, 
quiet action the speedy, silent service that characterizes 
the country’s finest hotels. Must equal in quality and 
appearance the appointments in the country’s finest 
clubs. Must be as unobtrusive as the head waiter 


but, in efficiency, on a par with the manager. 


We have been told that none but Allith can measure 
up to demands like these. And to meet these demands 
it is imperative that we build the best. No other 
quality would be good enough to bear the name of 


“Allith.” 


Allith Accordion Door Hardware is built to operate 
successfully any number of partition doors. As the 
requirements for each installation are not exactly like 
those of any other, our Engineering Department cheer- 
fully furnishes installation details and estimates without 
charge, upon receipt of data covering thickness, width, 


height and number of doors to be used. 


Architects, contractors, builders, hotel owners, boards 
of club governors and home owners are invited to 


avail themselves of this service. 
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Whenever You Sell 
GARDEN HOSE 


Protect your customers by using and 
selling Sherman Wrought Brass Hose 
Fittings. Standard for over 20 years. 
They give everlasting service. 

Take the Sherman Diamond Hose 
Nozzle for example. This nozzle throws 
more water farther than any other. It 
gives a straight stream or a_ perfect 
spray and shuts off tight. It never 
drizzles or leaks. 


The user is insured against wet feet. 
Made in 3%” size only. 
The name 


SHERMAN 


on hose nozzles and hose 
clamps is your guarantee of 
a solid wrought brass coup- 
ling that is rust-proof clear 
through and everlasting. 

Remember we use heavy 
wrought brass only. A screw- 
driver is the only tool needed 
to apply. These hose clamps 
can be used over and over 
again. Every size for every 
type of hose. 

Your Jobber can supply 
you. If not—write us. We 
also make Brass Hose Coup- 
lings. 


H. B. SHERMAN MFG. CO. 
Battle Creek Mich. 





Diamond Nozzle 





Sherman Hose Clamp 
(Patented) 





The “Ajax” 


REVERSIBLE BEVELED SIDE PLATES 











TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. : 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball bearing for carrying the weight of the door. 


The reversible beveled side plates present a 
pleasing and neat appearance when applied to the 


door. 
Send for Catalogue No. H 42 


~( CHICAGO) 
SPRING HINGES 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 














ROIS Ri 


TR ee a ee ee ee MO 
“ee POULTRY NETTING 
\ Galvanized Before and Galvanized c4fter Weaving? 
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GALVANIZED STEEL WIRE CLOTH 
cAll des 








WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


>! New York City Georgetown, Conn. Chicage Keneas City 
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-| The Gilbert & Bennett Mfg. Co. 
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Oliver 


- Quality and 
Service 


Gow 


Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 
Hardware—Pole Line Ma- 
terial—Track Bolts—Track 
Tools—Car Forgings. 


GALVANIZED or PLAIN 


Cw 


OLIVER IRON AND STEEL CORP. | 
Pittsburgh, Pa. 
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The STENCILOR Every hardware dealer recognizes the value of 


goods well displayed. 


If merchandise thus displayed is so important, 
why not give the same consideration to Neatly 
Lettered Signs, Show Cards, Price Tickets and 
Streamers, to “tie up” with the display? 


Anyone can make them with a STENCILOR. 


DISPLAY MATERIAL COMPANY 


774 Grand Ave., ST. PAUL, MINNESOTA 
—" Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 

, 7 New York, N. Y. 
For Making Signs and Show Cards Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, Ont. 




















Sell Them 
by the set 


Superior 
Hexagonal 
Mesh Netting 


is furnished galvan- 
ized after weaving 
as heavy as No. 14 
wire, 1%” or 2” 
mesh, and 1” mesh 
No. 16 wire. 


You will find your 
trade can use to ad- 


vantage these heavy 
grades which are ideai 
wherever stouter fenc- 
ing than ordinary poul- 
try netting is required. 








G. F. Wricut Sets of 9, 11, 17 bits are fur- 
STEEL & WirE Co. nished in compact cases for 
the convenience of the user. 


Wo 

rcester, Mass. It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its pse in keeping the bits in order and near at 
hand, preventing loss, ete. it. 

Forstner Bits are the only bits Lag are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time; no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 








The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 














& Sons 


Pliers Mathias 
Belts 
Tackles 
Climbers 
Tool Bags 
Wire Grips 
Safety Straps 
Lag Wrenches 
Tree Trimmers \\. Fate 
Sleeve Twisters 
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Manufacturers of 
Tires and Accessories— 


‘| Tires 
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N Put Your Products in the 
HARDWARE STORES 


The surest and quickest way to secure distribu- 
tion of your products by the hardware dealer is 
to put your proposition up to him through his 
business paper. Every hardware dealer worthy 
of the name reads Hardware Age to keep posted 
on what manufacturers are offering. 












Your advertising in Hardware Age will be read 
by the type of merchants you wish to interest. It 
will create confidence in you and in your product 
-—a confidence that means business. 
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Our Galvanized Hardware Cloth Is Durable 


When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 


Made from Open Hearth Steel 


produced in our plant where every operation $s 
under our personal supervision. 


We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal’ foot 
rolls. = a 


‘Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
Y%, Y% and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 

Screen Cloth 

Poultry Netting and Staples 










Write your Jobber for full information 
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From a painting by J. F. Kernan jj __ 


Pry whe 


YES, DR Y— in thirty minutes 
it is hard and the finished object 
is ready foruse! Just afew min- 
utes after brushing it on you can 
touch and handle “61” Lacquer 
Enamel. So easy to appease 
even the youngsters ca 
rich colors effectively 
smoothly and brushes o 
laps, streaks or brush 

“61”’ Lacquer is nota 
finish but a durable, long 
waterproof coating that co 
utility with beauty. Its 
tough film resists wear a 
not chip off. That’s why it 


such a wonderful floor and 


he wakes up | 
aq 
Green, Brown, Ivory, White and 
Black; also the transparent Clear. 
Free Quarter-Pint Can 
_ Send ten cents to cover packing and 
mailing cost and we will send you a quar- 
ter-pint can of any color of ¢«61’’ Lacquer 
Enamel you select from the list of colors 
entioned. Only one free can will be sent 
o any one household. ‘We will also send 
ou color card atid names of local dealers. 
Guarantee: If any Pratt Lambert 
arnish Product fails to give complete sat- 
action you may have your money back, 
P&L Varnish Products are used by 
inters, specified by architects and sold 
paint and hardware dealers everywhere. 
Pratt & Lambert-Inc., 114 
onawanda Street, Buffalo, N.Y. 
Canadian address: 20 Court 


The transparent floor finish in clear and colors,which stands the “ham- 
mer test.” You may dent the wood but the varnish won't crack. For 
VARNI S H nearly forty years it has withstood the utmost in foot traffic on floors. 
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Ow a superb Ehivabethan Design 
is available inn MCKINNEY FORGED IRON 


a 





PPROVAL bestowed on McKinney Forged 
Iron Hardware by Charles of London, 
internationally famous Decorator, rests on a 


background made rich with experience of the 
finest forged iron craftsmanship of Old England. 





From such lovely settings as the stately room 
shown above, sprang the inspiration for the ex- 
quisitely beautiful designs of earlier forgers of 
metal. It is this spirit, successfully caught by 
the modern workers of McKinney, which now 
calls forth the approbation of such authorities as 


Charles of London. 


Charles of London is the well-known inter- 
national authority on the interiors of the 
Elizabethan Period. His writings on the subject 
are recognized as standard works of reference. 
With this stately room he indicates the type of 
background which was, in earlier days, the in- 
spiration for famous English metal workers. 
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Te WARWICK design has been added to 
the present group of Heart, Curley 
Lock, Tulip and Etruscan. All pieces are 
available for outfitting a building complete. 
The small plate shown at the bottom gives, 
in miniature, a picture of the major pieces. 





As an indication of relative size the hinge 
strap at the lower left is 32 inches long. 
Photographs will be sent on request. Sam- 
ples are now ready for shipment. Forge 
Division, McKinney Manufacturing Co., 
, Pittsburgh, Pa. 
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By Llew S. Soule 








Educating the Retail Salesman 


HE crying need of the hardware indus- 

try is a more thorough education of the 

retail salesman. He needs more knowl- 
edge of salesmanship and its application to 
hardware. Above all, he needs more practical 
knowledge of the merchandise he handles and 
its uses. Unless he has that knowledge his 
task of creating confidence in himself and in 
the store he represents is almost an impos- 
sible one. 

Fortunately, the business magazines, trade 
conventions and group meetings are helping 
him in his search for selling knowledge, and 
it is a significant fact that many retail sales- 
men today know more about selling than 
they do about the merchandise they are re- 
quired to sell. 

And yet the knowledge of the merchandise 
itself is comparatively easy of access. Each 
manufacturer’s advertisement in a trade pa- 
per contains the latest and most up-to-date 
information on the merchandise that manu- 
facturer produces. The advertising pages of 
this magazine represent a post graduate 
course in merchandise facts. 

Meanwhile, with all the agitation in regard 

to educating the retail salesman, compara- 
tively few merchants seem to realize the edu- 
cational possibilities of the jobbers’ catalogs. 
It is doubtful if any other mediums give in 
such concise, practical form the merchandise 
facts on the great variety of items which form 
the stock of the modern hardware store; facts 
which every retail salesman should have at 
his tongue’s end. 
. The old timers in the hardware field are 
well aware of this fact. Many of them owe 
much of their success to a careful study of 
catalogs, and this, despite the fact that the 
catalogs of twenty-five years ago carried little 
information as compared to those of the pres- 
ent day. 

The catalog has more than kept pace with 
the growth of merchandising. It has led 
rather than followed. 

I have just been looking over the latest 


catalog of a progressive mid-western jobber. 
It fairly teems with selling information. At 
the top of every page there is an educative 
slogan. One reads: “80 per cent of all sales 
in a retail store are made through the eye.” 
Another says: “Hand-to-mouth buying is the 
shortest way to hand-to-mouth selling.” Still 
another emphasizes the fact that “you can’t 
make a profit on the goods you haven’t got.” 

Each page carries a maximum of cuts 
showing the actual merchandise, and each cut 
is plain and clear. You can identify each ar- 
ticle by its picture. No merchandising text 
book that I have ever seen is so well illus- 
trated as this catalog. A study of the illus- 
trations alone will increase the merchandise 
knowledge of any retail salesman. 

Under each illustration is a concise de- 
scription of the article shown and its selling 
points. As an example, under the picture of 
a small electric iron is the caption: “for the 
tourist and week énder.” The description 
follows: “350 watts, full nickel plated, de- 
tachable ebonized handle,. complete with 
cord, reversible heat proof spring. stand and 
velvet bag. Weight 3 pounds, etc.” 

But it doesn’t stop there. It goes on to say: 
“Just the thing for the tourist and week 
ender. Presses blouses, laces, lingerie and 
all travel wrinkled garments. Detachable 
handle simplifies packing; tucks in the corner 
of the week end bag. Can be used to heat 
curling iron, and when reversed can be used 
as a hot plate, etc.” 

You'll agree that the salesman who reads 
such a description is better prepared to serve 
a tourist customer, so far as irons are con- 
cerned, than the one who does not. I only 
wish some one had given me a catalog like 
that in my old behind-the-counter days. 

The hardware trade needs more good retail 
salesmen, and the way is open to get them. 
See that each of your employees has access 
to your hardware magazine and your shelf 
of hardware catalogs. If that doesn’t help him, 
it’s time to look for a new man. 
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A Gift Hardware 
Department 


The Gross Hardware 
Co. of Milwaukee, 
Wis., maintains this 
inviting gift hardware 
department, where, 
among other lines are 
displayed elect ric 
lamps and varicus 
electrical appliances. 
Below is a window 
display of electric 
lamps arranged by the 
Pierce Hardware Co. 

of Taunton, Mass. 


Electric Table and Floor Lamps 
Show Speedy Turnover 


Why is it that some hardware men enjoy a large women’s patron- 
age while other dealers complain that women never come into 
their store? 


UST recently a dealer in Illinois, who does a sur- 
prisingly large volume of business made the state- 
ment that his store was not showing a suitable profit 

because the bulk of his sales were on the more common 
staples—the “sugar and flour items” of a hardware 
store. Practically all of his customers were mechanics, 
farmers and artisans, and women seldom or never came 
into the place and consequently his turnover in kitchen- 
ware and household goods was discouragingly slow. 

In direct contrast with this condition is the store of 
A. L. Steinke, Pipestone, Minn. Some time ago Mr. 
Steinke was also wondering why he had so few women 
customers ; he experimented, rearranged his store, made 
more of store displays, put the items that appealed to 
women on one side of his sales room and added new 
lines in which women were interested. In order to check 
results he kept an accurate count for several months of 
the women entering the store; he had seventy-eight 
women callers the first month and a year later the number 
had grown to over 1200 in a single month. 

The Gross Hardware of Milwaukee is another store 
that has found it comparatively easy to attract a profit- 
able women’s clientele... At this store the entire second 
floor, reached by. an elevator and an easy stairway, is 
given gover:to a “women’s department.” Ranges, gas 
and oil stoves, washing machines .and other electrical 
household appliances, kitchenware. of ,all kinds and oven- 
ware make up the bulk of the; stock on this floor. In 
one corner is what is known,as the “gift department,” 
and here is carried a stock of fancy ware—vases, candle- 


sticks and similar items—and dishes. Dishes are a com- 
paratively new item with Gross, fifteen patterns of “open 
stock” being carried. This stock, put in last Thanks- 
giving week, had made one complete stock turn by 
Jan. 1, or in six weeks’ time. 

One item in the gift department, which is somewhat 
of a rarity in hardware stores, is electric table and floor 
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There is More to 

A Good Window 

Trim Than Mere 
Appearance 


Such window displays 
as the one here pic- 
tured have elements 
that make for quick 
and positive sales re- 
sponse. In addition to 
being pleasing to the 
eye, they will, by their 
perfectly balanced ar- 
rangement, both as to 
color and placement, 
cause the spectator’s 
gaze to travel just 
where the merchant 
wants it to. This one 
appeared in the win- 
dow of J. Russell, 
Hardware Co., Hol- 
yoke, Mass. 


lamps. The portable lamps have been handled for some 
time, the stock usually averaging around $400, while last 
year the total sale of lamps was slightly in excess of 
$4,000. According to the Gross records, lamp sales are 





rather seasonable, the selling peaks coming in September, 
when shorter days force attention to be given better home 
lighting, and at Christmas time, when attractive gifts 
find a ready sale. 





Small Stock and Cash Basis for Major Appliances 


merchants, do a nice steady and profitable business 

on the so-called major electric home appliances. The 
regular stock includes two washing machines, one ironer, 
and two electric iceless refrigerators. The first two items 
have been sold in this store for several years. The ice- 
less refrigerator was taken on not quite four years ago, 
in which time 25 have been sold on a cash basis. In fact, 
all three items are sold on a cash basis, and with only 
store demonstrations. 

C. A. Schwable visited the iceless refrigerator factory 
and there took a course in installation, construction and 
servicing this item. He says that when iceless refrigera- 
tors are properly installed there isn’t any service neces- 
sary. That has been his experience for four years. Any 
handy man can quickly learn the art of installation, he 


_ ane & SCHWABLE, Tiffin, Ohio, hardware 





says, and can make a good profit on this equipment, 
which sells at $265 and $500. 

These three appliances are sold only to those whose 
credit is very good and whose reputation and record for 
paying each month is satisfactory. In all his experience 
Mr. Schwable has never waited more than 60 days for 
full payment on any of the three labor-saving devices 
which he handles strictly as merchandise designed to save 
time and labor for the housewife. 

Frequent window displays featuring two or all three 
of these appliances and occasional newspaper advertise- 
ments doing the same thing have furnished the necessary 
sales stimulation. The three devices are always shown 
up front on the store selling floor, ready for store dem- 
onstration or detailed explanation. 





A Stoner & Schwable display of major electrical appliances. 
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_ Two Cards, Two Chairs, ‘Two Offices 





By Saunders Norvell 


NCE upon a time a young salesman, just nineteen 

years old, after working two years in stock at The 

Simmons Hardware Co., started out on his first trip. 
He had been living with his family and had been given 
a public school education, but what he did not know 
about many things in this world would have filled several 
books ! 


* * * 


When he laid in his supplies to start out as a salesman, 
you would have thought that he proposed to take a trip 
to the North Pole. He carried with him an umbrella, 
a raincoat and extra suits of underclothes, in case it 
turned cold. He was very proud of a toilet set which 
an enterprising young salesman had worked off on him 
and which embraced many interesting implements. He 
even invested in a new suit of clothes on the installment 
plan. As time passed, this young salesman gradually 
shed all this impedimenta. He presented his umbrella 
to a clerk in the hotel. He presented his raincoat to a 
clerk in a hardware store, who made up a nice order for 
him, and, oh, yes; that toilet set, of which, in the be- 
ginning, he was so proud, he presented to a young lady 
he met in Farmington, Mo. After a while, if the true 
story must be told, he had trimmed down his traveling 
baggage to the barest necessities. In those days he 
learned to “travel light” and he has traveled light ever 
since. 

* x * * 

Of one thing, however, this young salesman was ex- 
ceedingly proud and that was some very handsome, steel- 
engraved business cards, with the name of his firm in 
the center and his name in the left-hand corner. In the 
privacy of his bedroom at the hotel, he admired these 
cards. On one occasion, boiling over with enthusiasm, 
he called on a retail hardware dealer. This dealer hap- 
pened to be very busy selling a stove toa customer. The 

‘hardware dealer was describing not only the drawing 
powers of that stove but also the size of the oven. Then 
he gave the prospective buyer a long list of all the articles 
that went with the stove-free, gratis, for nothing. 


* * * 


Being full of energy, this young salesman butted into 
the negotiations and handed one of these wonderful en- 
graved cards to this retail hardware dealer. This mer- 
chant looked at the eard, smiled and said: “All right, 
young man. Take a chair over there. I will talk to you 
in a minute.” So our young salesman took the chair and 
waited. The merchant’s customer was very slow in 
deciding. He thought he would like to look around first. 
There was .another hardware dealer across the street 
and he had not so far looked at his stoves. Yes; he 
thought he would do a little figuring. The sale hung 
fire. 

eg * + 


Our young salesman became impatient. He wondered 
to himself whether that hardware merchant had really 
looked at that card and seen the name of the firm he 
was representing. No; he decided, he did not notice 
that name or"he would have devoted more attention to 
him. Therefore he rose up, took out his card case, 
walked up to the dealer and, with a bow, presented him 


“-pérsonal mail there as usual. 





with another card. The dealer looked at him and looked 
at the card. With a smile, he said: “Yes, sir; I read 
your first card. Now you have given me another card. 


I invited you to take one chair. All right. You repre- 
sent a great house. Take two chairs!’ 
* * * 


Well, well, that was a long, long time ago. A great 
deal of water has gone over the dam since this young 
salesman presented the two cards, but now a stranger 
thing has happened. This young salesman, having grown 
old in the service, has a private and personal office at 
31 Union Square, New York City. This office is in a 
neighborhood where all the radicals in New York seem 
to gather and make speeches. It just happens that today, 
after a meeting of the board of directors of a very 
great corporation at 25 Broadway, New York City, this 
same young salesman, somewhat the worse for wear, was 
invited into a handsome office to meet the directors of 
the company. He was informed that he had just been 
elected president of this company and he was handed 
a bright, new twenty-dollar gold piece by the secretary, 
not on account of his salary but as his director’s fee for 
attending his first directors’ meeting of this corporation. 

* * x 


Then he was shown into his new office on the twenty- 
first floor of the Cunard Building. This office has a 
magnificent view of New York City. The carpet is 
green, all the steel filing cabinets are green and all the 
furniture is of solid, polished mahogany. Inside of this 
office is another office, in the center of which is a large 
mahogany table with nice easy chairs around it. This 
is a committee room where the heads of departments of 
the various factories meet to talk over their work. 

* * * 


The interesting point of this story is that on his first 
trip on the road this young. salesman had two cards. 
Now, years afterward, it develops that he has two offices 
—one his personal office at 31 Union Square and the 
other the office where he has his new job at 25 Broad- 
way. Strange as it may appear, the directors of this 
great corporation have consented to allow him to continue 
his*personal office at 31 Union Square and to receive his 
In other words, if you 
wfite to him about personal matters, as you haver been 
doing in the past, address him at 31 Union Square. If, 
however, you wish to write him about anything con- 
cerning his new job, address him at 25 Broadway. In 
any event, letters addressed to either one place or the 
other will reach him. He will report. at both offices 
every day. 

* * * 

Yesterday, Labor Day, the new president of this cor- 
poration and one of the former presidents, C. L. 
Reierson, enjoyed a very exciting game of golf at the 
Bonnie Briar Country Club. All the honors were won 
by Mr. Reierson. The links were crowded and as Mr. 
Reierson and our former salesman sat on the tees waiting 
their turn, they had many a good laugh, recalling old 
times and old friends in the hardware business. Else- 
where in this issue there is an announcement of the new 
position of Mr. Reierson, who was for so many years a 
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traveling salesman. We are quite sure that the entire 
hardware and sporting goods trade of the country, in- 
cluding hundreds of salesmen, will extend to him their 
very best wishes for his success in his new and respon- 
sible position. 

* * * 

Of course, all of these events are somewhat surprising, 
unusual and unexpected and, as the biographer of this 
story, allow me to say that no one was more surprised 
at the developments than the young salesman himself, 
who had two cards, occupied two chairs and now, in his 
mature years, has two offices. Business is just full of 
romance and this present story, if it could be told in full, 
would also have its thrills among the tales of business 
adventure. 

* * * 

Of course, you want to know all about the salary this 
young man who has grown up will draw, and I have no 
objections to telling you. It is a larger one than he has 
ever received before, and I am quite sure he is not 
worth it! 

* * * 

Naturally, you would also like to know the first official 
order that was given by the new president to the entire 
organization—factory employees, office employees, sales 
managers and salesmen. Here it is: 


OFFICE OF THE PRESIDENT 
September, 7, 1927. 
To the Salesmen and Employees 
of the Company: 

Yesterday the board of directors elected the writer presi- 
dent of this company. Afterward, he was invited into the 
meeting of the board of directors to receive their congratu- 
lations, also a bright new $20 gold piece as his fee for at- 
tending the meeting of the directors. 

Now, the new president does not believe he has earned this 
fee. He therefore offers it as a birthday present to the first 
baby born to any employee of the organization after his 
election. Upon the occasion of the happy event, immediately 
write the president direct to 25 Broadway, New York City, 
giving him the date and hour of the birth, and the $20 gold 
piece will be forwarded promptly. 

Yours sincerely, etc. 


Well, I guess there was never a first official order in a 
great corporation like that before! Now we are won- 
dering from what part of the United States or from 
what part of the world this birthday present will be 
claimed. Well, that’s that. 

* * x 


I intended in this issue to write about our old friend, 
Benjamin Franklin. I have just read with joy and in- 
terest the story of his life, entitled: “Benjamin Franklin, 
the First Civilized American,” by Phillips Russell. I 
have read Franklin’s autobiography. I have also read 
other books about him, but in this book, while Russell 
does not give a great deal of space to all of Franklin’s 
diplomatic and scientific work, he does, at considerable 
length, tell about the great man’s foibles. This book, 
while historically accurate, is not recommended for Sun- 
day School reading! A number of Franklin’s unexpur- 
gated letters are printed in full. Some of these letters— 
one in particular—would be rather shocking to the sen- 
sibilities of the twentieth century. It must be remem- 
bered that in the eighteenth century, when Franklin lived, 
manners and conversation in polite society, also actions, 
were quite different from what they are today. In those 
days, especially in France, there was great frankness in 
human intercourse. 

* * * 

Franklin spent eight years as our Ambassador to Paris 

and about ten years in London. The author of this book 


calls him “The First Civilized American.” Here are 
some interesting facts about Franklin, lifted bodily from 
the book : 

* * * 


PREFATORY CATECHISM 


Who was the first civilized American? 

Benjamin Franklin. 

Why do you call him so? 

Because at an American period eminent for narrowness, 
superstition, and bleak beliefs he was mirthful, generous, 
open-minded, learned, tolerant and humor-loving. Because 
he was the first American man of the world in the sense that 
he was the first American world-man. 

What was his age, as compared with that of George Wash- 
ington, John Adams and Thomas Jefferson? 

He was a mature man with a record of achievement when 
they were still swaddled infants. He was 26 years older than 
Washington, 30 years older than Adams and 37 years older 
than Jefferson. 

What was Franklin’s most marked characteristic ? 

A gusto for living. 

What was his avowed aim? 

To “do good” and live a satisfying life. 

Did he succeed? 

Abundantly. 

Were there any inconsistencies in his career? 

Many. 

Can you specify? 

He disregarded his own maxims as uttered by “Poor 
Richard” and lamentably failed to observe the principles set 
up in his own “Art of Virtue.” 

Was Franklin a good man? 

Most of his associates, including various clergymen, so re- 
garded him; others deemed him sinful. 

Where and when was he born? 

Boston, 1706, old style. 

Where and when did he die? 

Philadelphia, 1790, at the age of 84. 

Who were his parents? 

Josiah Franklin, an immigrant dissenter from the doctrines 
of the Established Church in England, and Abiah Folger, 
daughter of one of New England’s first settlers. 

In what terms did Benjamin Franklin refer to his parents 
after their death? 

On the marble he placed over their grave in Boston his 
father was described as “a pious and prudent man,” his 
mother as “a discreet and virtuous woman.” 

To what age did they live? 

His father died at 89, his mother at 85. 

Where did the Franktin family originate? 

Records pertaining to it have been traced back to 1555, in 
the village of Ecton, or Eton, Northamptonshire, England. 

Are there any facts of interest relating to Benjamin 
Franklin’s forebears? 

On his father’s side the eldest song were bred as smiths for 
several generations back. Benjamin’s paternal great-grand- 
father was once imprisoned a year and a day “on suspicion 
of his being the author of some poetry that touched the 
character of some great man.” His maternal grandfather 
wrote in 1675 some “home-spun verse” favoring liberty of 
conscience and exhorting the authorities to repeal the laws 
against Baptists, Quakers and other persecuted sects. Frank- 
lin’s paternal grandfather, Thomas, was a “scrivener,” public- 
spirited citizen, and “a chief mover for the county or town 
of Northampton.” 

What’ was Josiah Franklin’s trade? 

In England he was a dyer, but in America he became a 
tallow chandler and soap boiler. 

Had Josiah Franklin other children besides Benjamin? 

Yes, he was the father, by two wives, of seventeen chil- 
dren, thirteen of whom survived. 

What was peculiar about Benjamin’s birth in relation to 
preceding generations? 

He was the youngest son of the youngest son for five 
generations. 

(Continued on page 87) 
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A Complete Instruction Course 


in Show Card Writing 


By Joseph Bertram Jowitt 


Chapter V—Full Roman Numerals for Price Cards 


The numerals one to zero, illustrated herewith, are the 
standard figures which belong to the full Roman alpha- 
bet : they are considered the most graceful and are in use 
more than any other design for price tickets. In prac- 
ticing these numerals the first step is to select a red sable 
brush which will make an outline stroke about one- 
eighth of an inch. Keep a uniform point to the brush by 
working it out on a piece of cardboard each time after 
it has been dipped in the ink. 

The writer does not advise practicing these numerals 
in sequence, because this is not the way price tickets are 
made. Practice them in groups of two and three nu- 
merals: for instance, 23c., $4.51, $6.78, $9.10, etc. In 
that way you are not only practicing each number from 
one to zero but also gaining a knowledge of spacing and 
grouping. 

The reader's attention is called to the direction the 
arrows point. This denotes the direction of each brush 
stroke : the little numerals at the point of each arrow are 
the sequence of outlining strokes and the little X or cross 
mark signifies where the right and left brush strokes 
begin. 


foman Numerals 


Beginning with the numeral 2, we will suppose the 
beginner has selected a number six or eight red sable 
brush in as natural a position as you would a lead pencil 
worked to a point on a piece of cardboard. Hold the 
brush in as natural a position as you would a lead pencil 
(not any tighter), keeping the thumb and first two fin- 
gers within an inch of the hairs of the brush. If you 
try holding the brush about the center of the handle you 
will find you cannot control it as easily. 

No. 1 stroke, in outlining the numeral TWO, is a 
LEFT stroke and starts at the top of the first guide 
line (see figure X) and is removed from the card where 
the open break is over the small triangle. Stroke No. 2 
is made in the opposite direction and joins number one 
stroke at the triangle. Stroke No. 3 is a long, sweeping 
stroke, starting at the top and continuing in one long 
sweep until it reaches the triangle at the bottom guide 


line. Stroke No. 4 is another long, sweeping stroke 
and forms the basic part of the figure two. Strokes 5 
and 6 complete the outline of this numeral. The out- 


lining of the other numerals is very much on this same 
(Continued on page 48) 
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Cardboard being expensive for just practising, newspapers offer an excellent substitute, particularly the classified adver- 
tising pages. They are generally free from heavy type and offer the column lines as a guide. 
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order. The beginner should carefully watch the direction 
of arrows and stop and start where the open breaks are 
shown or at the little cross mark. The numeral three 
requires nine single strokes in outlining. 

The “filling-in” process is the next operation. This is 
usually done with a brush two or three sizes larger, but 
if the hand is a little shaky it is best to stick to the same 
brush as used for outlining. First, fill in near the outline, 
taking care not to go outside it, then the center solid. 

Do not allow the ink to become too thin, as the brush 
will not hold its shape and the color will run. If the ink 
is too heavy to work properly, thin by adding only a few 
DROPS of water at a time. There are five standard 
sizeg for price tickets, as follows: 2 x 3, 3 x 5, 7 x 11, 
11 x 14 inches. This gives an excellent variety of sizes 
without leaving any waste to speak of from a full sheet 
of cardboard which measures 22 x 28 inches. Card- 
board being expensive for just practicing, the writer sug- 
gests an excellent substitute, that being the classified ad- 
vertising pages of the newspapers. These pages are gen-. 
erally free from heavy face type and offer the column 
lines as a guide. 

It is also a good idea to cut up some ‘manila wrapping 
paper into the different sizes of price tickets mentioned. 
Use these for layout and practice work. 

Whenever a quantity of price tickets are wanted of 
one size with one or two lines of writing and the price, 


like “Toy Trains, 98c.” or Special, $3, it will save time 
to cut out a “mask” for ruling pencil lines. This is done 
as follows: Cut a piece of cardboard the same size as the 
price tickets and rule it off with spaces for two lines of 
lettering and a larger space for the price, then cut these 
spaces out with a sharp penknife. The tickets may 
then be ruled uniform. 

A good idea is to have an old book or letter file handy, 
and whenever you see a good cut or an illustration tear 
the page out and file it away for future use. 

The writer would like to see at least one clerk in every 
hardware store able to write show cards. He is con- 
stantly answering many letters of inquiry from Harp- 
WARE AGE readers, helping them by advice on any ques- 
tion they may want to know, endeavoring to make their 
effort at learning show-card writing possible, success- 
ful and profitable—HE IS ANXIOUS TO DO THE 
SAME FOR YOU. 

REMEMBER, YOUR:SHOW CARDS DO NOT 
HAVE TO BE WORKS OF ART TO BRING RE- 
SULTS. You are not selling the show cards, but the 
cards sell the merchandise. 

Now is the time to begin. These lessons are so ar- 
ranged that any one may begin at any time without 
losing any of the important connecting ; peints—DO IT 
NOW. ar 


& 
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EVERYBODY’S BUSINESS. 


By Floyd W. Parsons 


A Pattern to Model After ty 


T is time we appreciated the necessity of develop- 
ing a proper understanding of man himself. We 
brag about how scientific we are and then in our 

handling of business and industry, we fail to make careful 
application of fundamental principles that Divine Wis- 
dom has seen fit to employ in constructing that most per- 
fect of all machines—the human body.” 

We had just finished dinner, and 
the doctor, who had been speaking, 
settled back in his most reflective 
mood. 

“T don’t quite get just what you 
are driving at,” said the manufac- 
turer, a bit nettled over the thought 
of a medical man presuming to lec- 
ture management. 

“T’'ll try to make myself clear,” con- 
tinued the doctor. “First let me re- 
mind you that no machine ever con- 
structed is so efficient as man himself. 
As an organization the human body 
is unequalled. It is so flawless in its 
functioning under a wide variety of 
conditions that no great change has 
been made in it for thousands of 
years. 

“May I ask if any one has ever 
created a pump as perfect as the 
human heart? Here we have a ma- 
chine that makes more than two and 
a half billion strokes and pumps more 
than nine million gallons in the 
course of an average lifetime. The 
heart makes 4320 strokes, pumps 15 
gallons an hour, and stays on the: job _ 
for more. than-600,000 hours unless 
the owner does something foolish 
that closes down the plant. 

“Where is there a telegraphic mech- 

anism equal to that comprised in our 
nervous system ; a wireless apparatus 
so efficient as the voice and the ear; 
@ motion-picture machine so perfect 
as the haman eye, and a ventilating 
plant so wonderful as the nose, lungs 
and skin? 

“No electrical switchboard can com- 
pare with the spinal cord, and no other system of power 
transmission is so efficient as the red corpuscles which 
carry oxygen to the tissues. The nerves of odor are so 
sensitive that they will detect less than one-millionth of 
a gram of oil of roses, and they are so reliable that there 
is never any mistake in the message they carry from the 
nose to the cerebrum or executive headquarters. Our 





sensory nerve of light and color sensation which carries 
impulses from the organs of vision to the cerebrum is 
so wonderfully made that a cross section of it will show 
more than half a million nerve fibers.” 

“But what has all this got to do with the policies of 
management ?” interrupted the sales manager who was 
one of those at the table. 

“T once had an interesting talk 
with an extremely clever industrial 
engineer whose services were in great 
demand throughout the country,” 
continued the doctor. “Perhaps it 
was because this fellow talked in a 
language I understand, or maybe it 
was due to the fact that his. con- 
clusions were so entirely plausible ; at 
any rate he outlined the best pattern 
for business executives to model after 
that ever came to my attention. 

“He started with the assumption 
that the human body is the best 
example of organized control that 
can be found in the world. Its com- 
ponent parts are of a finer design 
than we shall ever approximate, and 
the functions and their relations are 
coordinated more smoothly than, we 
shall ever be able to arrange human 
relations. 

“All of this being true and easy to 
accept, he proceeded to the next step 
which is to pattern our industrial 
organization after this perfect model, 
with the full expectation of securing 
both economy in the expenditure of 
energy and efficiency in the attain- 
ment of results. 

“A careful study of the body as a 
mechanism, as an organism, and as 
an organization discloses principles of 
prime importance for application in 
our industrial life. First, cornes the 
delegation of authority. Regardless 
of from which point instructions aré 
received, the brain decides and then 
delegates the task to be done to the 
function or functions designed to 
The body is run entirely by experts. 


perform the job. 
“The heart never attempts to breathe, nor the stomach 


to carry blood from place to place. The ear does not 

make an effort to see, nor the tongue to smell. Every- 

where the work is done by specialists. There is central- 

ization; the body does not tolerate lines of divided 
(Continued on page 82) 



































HE sale of tools may be speeded up in the fall and 

i winter months instead of allowing it to drop off 
Now 
that summer heat and vacations are over, the house- 
holder commences to turn to his home surroundings. 
The farmer, always more or less of a builder, has more 


with the slowing up of the building season. 


time to devote to fixing up his premises. Since the 
crops are all safely housed, and the long, dark autumn 
evenings, often spent with a book or magazine on the 
subject of mechanics for the beginner and the expe- 
rienced mechanic, may be made to have their sequel at 
the tool counter of some hardware store. 

Right here is a cue for the tool salesman. He should 
not only know the quality of tools, but have a good 
working knowledge of how to use and care for them. 
To be able to suggest 
to the prospective buyer 
of tools some new fad 
in the way of furniture 
and other home equip- 
ment and tell him how 
simple it is for him to 
make it himself (inci- 
dentally opening the 
way for the sale of a 
few cans of paint and 
some brushes) will go 
a long way toward giv- 
ing the man confidence 
in his ability to use 
good tools. Of course, 
you know very well that 
the man that you intro- 
duce to the use of tools 
is going.to come back 
shortly for more in- 
formation — and _ tools. 


5 6s The 
* “Building” 


2 
4 Season 


; Is 
_ All Year 


There are out- 
door and indoor 
building _activi- 
ties and the Fall 
brings the latter 
into prominence. 


He is going to get enthusiastic about you and your store. 

There are lots of good ways to attract this class of 
trade to your place, but the ways that employ a little 
imagination will prove winners. In your window dis- 
play try producing a real honest-to-goodness workshop— 
dust, shavings, ’n’everything. Put a board in the vise 
and run a nice shiny new plane along it and turn up a 
clean-cut shaving from it. 

Don’t forget to open up a well assorted kit of tools and 
a cabinet. Don’t clutter the window up too much. Dis- 


plany just enough to get your message across—remem- 
ber, you want to plant an idea in the prospect’s mind, 
and if you get too much merchandise in that window he 
will have too much to remember, so he will probably 
forget it all. 
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The Aftermath of a Credit Swindle 


The swindlers are punished, but the creditors 
still hold the bag 


HEY still pull the old 
bankruptcy swindle occa- 
sionally, although they 

don’t get away with it very often. 
Five of them, operating under 
the guise of a hardware firm in a 
Massachusetts town, tried it re- 
cently. Three of them are now 
behind prison bars ; one has paid 
a stiff fine and is on probation 
for two years; the other has do- 
nated $500 to the Government 
and is out on ‘good behavior.’ ” 
It was Seymour Sears, Presi- 
dent of the National Council of 
Traveling Salesmen, speaking. 
“Would you like to hear the 





° SEYMOUR N. SEARS, 
story?” he continued. “It’s an from whom the informa- 


tion for this article was 


interesting one from two stand- B ~Ah 


points: First, that credit swind- 

lers are usually caught and punished; second, that the 
creditors are invariably stung, even though the bulk of 
the goods are recovered.” 

The five credit swindlers above referred to opened two 
hardware stores in adjacent Massachusetts towns. For 
a time they did business along what seemed to be legiti- 
mate lines, meanwhile building up a good credit rating 
by prompt payment of bills, etc. Then when the time 
seemed ripe, and under the guise of having several large 
contracts on hand, they proceeded to place a series of 
heavy orders with various jobbers and manufacturers. 
The merchandise was largely re-shipped to other places 
and the general stock was allowed to run down to a mini- 
mum. 

Then almost out of a clear sky came voluntary bank- 
tuptcy proceedings, the appointment of a trustee and 
the assignment of all property for the benefit of the 
creditors. 

The bankrupt firm filea schedules showing unsecured 
merchandise liabilities of $62,637.47 and total assets of 
$50,000. 


However, when the trustee got down to facts and 


figures, the assets dwindled very perceptibly, and an in- 
vestigation revealed hidden merchandise in Hartford, 
Conn., Albany, N. Y. and New York City. The mem- 
bers of the firm were arrested, tried, convicted and sen- 
tenced as referred to above. 

Finally all the merchandise which had been located in 
the stores and elsewhere was disposed of, showing actual 
assets of $39,329.60. 

Then came the exasperating finals, and when the clouds 
drifted away the creditors found themselves with only 
$13,982.60 cash to divide. In other words, the $39,- 
329.60 had shrunk to $13,982.60. 

No; there was nothing unlawful in the handling of the 
matter. Everything was done in a perfectly legal man- 


ner in accordance with the regular procedure in such 
cases. Nevertheless, red tape, petty fees, commissions, 
attorneys’ fees, etc., etc., had eaten up almost two-thirds 
of the assets. 

Here are the figures as shown in the summary of the 
trustees’ account : 


IN THE DISTRICT COURT OF THE UNITED STATES FOR THE 
DISTRICT OF MASSACHUSETTS 


Im the Matter Of .....cccccrcesescsccccvcces In Bankruptcy 
Bankrupt No. 34700 


CONCISE SUMMARY OF TRUSTEES’ ACCOUNT 


Receipts Payments 
Sale of merchandise at Appraisers’ fees and 
Northampton store..$ 4,600.00 EXPENSES ........00. $ 1,733.85 
Sale of merchandise at are ae 386.00 
Holyoke store ...... 6,081.99 Watchmen ............ 234.00 
Sale of merchandise at Stenographer ......... 380.16 
poe fo es 3,915.00 Insurance ............. 884.18 
Sale of merchandise at CO ere 3,904.26 
POO TOP one ccewcse 8,742.96 Auctions, auctioneers’ 
Sale of merchandise at fees and expenses... 2,101.96 
EE ckiveccevecee PERT UNE nc ct cacheccescunac 120.00 
Sale of roofing mate- Trustee’s Bond ....... 310.00 
TOM dcsacsencacucnss TOUOG SRIOPHEN. sam cvicvcccccaias 465.50 
Refund on bond and Expenses of investiga- 
INBUTFANCH ..ccccccce 117.29 PE c6Gp data de cauceaae 1,363.61 
From receiver .......- 15,258.68 Trustee’s miscellaneous 
Settlement of claim, Co ae a Re Oe ee 800.58 
Boston & Maine R.R. 17.31 Trustee’s commission... 533.09 
Holyoke Street Rail- Receiver’s appraisers.. 135.00 


way Company ...... 20.51 Receiver’s fee by De- 
Cash in drawer at cree of ey Court 288.00 
Northampton store.. 1.56 Receiver’s Commission 525.00 


po le ROE: See 299.30 Massachusetts Income 
——— TA dnd aGen buen esos 17.96 
Attorney for petition- 
ing creditors ....... 252.76 
Bankrupt’s attorney... 621.12 
Special Master ....... 225.00 


Attorney’s fee in Al- 
bany Bill in Equity. 100.00 
Attorneys’ fee in New 
* PC OY aaa 2,000.00 
Fee of attorney for 
services in recover- 
RU GE vccccsevicn 2,000.00 
Fees of attorneys by 
decree of Equity 
2. Meer eae 5,000.00 
Referee’s filing fees, 
exptnses and com- 


ENR cede ddecescs 795.42 
100% dividend to prior- 
ity cCre@itor ..cccccce 169.20 


16.3255% dividend to 
general creditors.... 13,982.95 


$39,329.60 





$39,329.60 


As Seymour said, it is an interesting story. A story 
dealing first with a form of trickery somewhat unusual 
in the hardware field, and later with some mighty high 
collection costs. Evidently “Overhead” is an even 
bigger item in bankruptcy cases than in the regular 
handling of hardware. 

Perhaps some day we will have a little more business 
and a lot less red tape in what are termed business laws. 
Meanwhile every case of this kind adds to the already 
high costs of business; costs in which every business 
ens jobber and manufacturer must eventually 
share. 
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Prominently arranged on the sales floor of the Ben Murray Hardware Co., is their profitable radio 
department 








Radio is Merchandise to Ben Murray 
Hardware Co. 


OUR years ago the Ben Murray Hardware Co., 
Olney, Ill., started a radio department. Contented 
customers was the goal of this venture the same as 

in any other enterprise of the store. It was soon found 
that selling radio sets was largely a merchandising 
proposition and any desired mechanical service was extra 
and. should be charged for accordingly. Some of the 
boys in the store were keen on radio and they served as 
a nucleus for a radio service unit when sales reached a 
point where service was profitable. 

If you buy a radio outfit at this store, it must prove 
satisfactory. You must enjoy it and find the set every 
bit as good as you expected. That is the same principle 
applied to the sale of a lawn mower or a hand tool or 
any other item in the stock. 

A good part of the radio business is handled on the 
deferred payment basis. One third down is required 
and the balance in six equal monthly payments. A rent- 
sale form contract is used which keeps the title in favor 
of the ‘store until the customer has paid. in full. 

Prices quoted on sets include the complete outfit of a 
receiver, batteries, tubes, ground clamp, aerial equip- 
ment, loud speaker, and a fair price for installation, 
which means putting up an aerial. Home demonstra- 
tions are encouraged in preference to store concerts, 
though both plans are used successfully. When you get 
the set working in the prospect’s home, he is at ease, 





> 


comfortable and what might be termed “off guard. 
Then the home concert is more faithful, as it gives a 
real indication of the pleasure which a radio set will 
bring. Too often a store demonstration might be per- 
fectly convincing to any fair-minded person, yet the 
prospect will have his doubts about its efficiency in his. 
home. 

Should a responsible person wish, a three-day trial is. 
usually arranged. If necessary, an aerial is erected at 
the prospect’s expense and in all cases the installation is 
made by a pepresenmaive of the Ben Murray Hard- 


“ware Co. 


Complete radio iain at this store run from $62 to. 
$300, the top price, including complete B eliminators and 
trickle charger. 

An: arrangement has been made with a local storage 
battery service station which permits this store to act 
as sales agent and have the service facilities of the bat- 
tery agent on a 25 per cent discount basis. 

A reasonable amount of service is given the first year 
on each sale.. This includes calls during business hours 
or shortly after to look at sets which don’t work. 
Usually a disconnected battery or loose tube is found to 
be the only difficulty. There is not much call for such 
service, but such as there is is handled cheerfully and 
creates permanent good will for the Ben Murray Hard- 
ware Co. 






These radio displays are 
reproduced as examples 
that actually sold radio 
merchandise. The one at 
the top is by the St. Jchns 
Hardware Co., Portland, 
Ore.; center left, Central 
Hardware Co., Lorain, 
Ohio; center right, Ben 
Murray, Olney,  IIl.; 
lower photo, A. H. Mar- 
shall, Plattsburg, N. Y. 
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‘6 O you know who your retailers really are?” is a 
question which, as a retailer, I often wonder 
whether many manufacturers can answer. 

Has competition driven the manufacturer past the 
point of caring anything about a policy of selection of 
outlets to the point of depending merely ypon the number 
of accounts? To many of us, it seems ‘that the latter 
policy is by far the most prevalent and that it is becom- 
ing a race to see how many new retailers can be hooked 
into stocking each producer’s line of merchandise. Such 
a policy must of necessity mean selling to any retailer, 
irrespective of the particular sign hanging over his door 
which may designate an entirely different line of mer- 
chandise. 

Presumably we are advancing in our modern methods 
of retailing. This it would be foolish to question. Our 
large department stores and the great-chain systems are 
the daily reminders that scientific management is present 
in the field of retail merchandising. Yet there-is a ques- 
tion which comes ever recurring to the minds of some 
of us small-town merchants: Is everything all right in 
the field of distribution, especially in the selection by the 
manufacturer, either through his own salesmen or those 
of the wholesaler, of his retail outlets? 

Not long ago the “country store” was the principal selling 
center. As the size of the village grew there was a trend toward 
a division into specialty stores. The result was the hardware, 
the drug, the clothing, the jewelry and the grocery stores. For 
the village and small city this seemed a desirable arrangement 
whether the stocks were housed in one large building, such as is 
the case in a few exceptional towns where a department store 
takes care of the business, or whether the stocks were segregated 
in specialty stores. The. idea was at least conveyed to the cus- 
tomer’s mind that an adequate stock of a certain particular line 
of merchandise was carried in the store he was about to enter. 

From this situation in retailing we find a marked change taking 
place, whether for better or worse remains to be seen. Ask 
the native in the country or small city where there is a drug 
store or a hardware store and you will get a specific answer. 
Why? Because he is directing you merely to a sign over the 
door. Ask the same individual where to be a particular item 
of merchandise and you may be directed to one of a dozen stores, 
each bearing a sign of a different trade over its door. In other 
words, the trend of the retail store of today is backward toward 
the “general store” of yesterday—not, in methods, but in variety 
of stock. 

This change, I believe, is largely due to the manufacturer, 
whether he sells direct or through the jobber. Competition is 
keener than before the war...Many more manufacturers are de- 
termined to market their products nationally. Their salesmen 
first approach the retailer whose sign over his door designates 
their line of merchandise. ..When they find he is already carrying 
too many~other brands and that his competitor is in the same 
boat, they ‘turn to some other retailer in a foreign field but open 
to conviction. "~*~ 

Tp.,illustrate in @ concrete manner: Picture, if you will, a 
typical day in a small4own hardware store where the writer 
holds*forth, condition existing in hundreds of other st6res in alt 









lines 1 ughdat the country. We open at 7 a. m. to serve the 
faprii@es a8 they Gre¢ rettifning from their milk delivery. Barely 
ha 


Pty of a half dozen of our customers when in 
have se Se It is only shortly after 7 a.-m., but. he 


12 Definite outlets and prob- 


Do You Kaw Who Your Retailers Really Are? 


Manufacturers in Their Efforts to Get 100 Per Cent Distribution Appear 
to Be Willing to Take on Any Type of Dealer 


By John M. Van Voris 


In Printers’ Ink 


thinks we are on daylight saving time, which accounts for his 
very early call. If it is an unusually good day for salesmen we 
may have several more at this hour, waiting around to tell their 
stories—some to be successful and others not—but whether or 
not an order is taken, the expense of lost time must be accounted 
for. : 

As the morning progresses I am greeted with a “Hello Van” 
and look up to see one of our regular weekly jobber salesmen 
accompanied by a stranger lugging a heavy suit-case. He is in- 
troduced as the factory representative of the Chimpanzee Oil 
Cook Stove Company who is covering the territory this week 
with the jobber’s man. Last week it was a special representative 
of the Neverfail Incubator Company and next week it may be 
the special representative of the Kantleak Milk Can Company. 
With three good standard, nationally advertised lines of oil cook 
stoves I know that we don’t want any more, but I am persuaded 
to watch a demonstration, and before I realize it, the better part 
of an hour has slipped by. I try not to be too abrupt, I appre- 
ciate having seen the stove, etc., but I can’t see taking on a new 
line. I might have said I would think it over, in which event per- 
haps the territory would have been held open and another call 
made later. In this particular case the manufacturer must have 
an agency. The jobber salesman is accustomed to call on other 
accounts in the village and this week’s paper shows us that one 
of our aggressive local plumbers has taken on the agency for the 
Chimpanzee Oil Cook Stove. In other words, manufacturers are 
selling wherever there is an outlet for their merchandise. This 
is borne out in a particularly striking manner by continuing the 
illustration of oil cook stoves. 

In a town of about 3000 population, conceded to have a good 
agricultural territory back of it, we have the following outlets 
in this line of merchandise: 


2 Plumbing shops. 
1 Second-hand stove shop. 


8 Retail outlets, 


Now that we have started the ball rolling let’s put down a half 
dozen,or so more illustrations of what I am trying to bring out— 
keeping in mind that these tables apply to a town of 3000 popu- 
lation and are probably fair samples of a like condition in 
thousands of other towns throughout the country. 


Paint gets the grand prize and is represented as follows: 


1 Power and light company 
store. 
1 General store. 


3 Hardware stores. 
1 General store. 
1 Tin shop. 


3 Hardware stores. 
2 General stores. 
3 Drug stores. 
2 Lumber dealers. -- 
1 Plumber. 10 
1 Tinner. 
Several painters and in- 
numerable customer agents. 


Sporting goods. 
3 Hardware stores. 
2 Chain grocery stores. 
1 Sporting goods store. 
1 Book store. 
1 Drug store. 
1 General store. 


* “ably a -half dozen con- 
stantly changing outlets. 


Electrical appliances and wash- 9 
~*~ ing machines. 
2 Electrical shops. 
3 Hardware stores. 


Window Screens. 
3 Hardware stores. 
1 Appliance shop. 4 Chain grocery stores. 
1 Plumbing shop. 2 General stores. 

s,1 Drug store (electric ap- — 


«4% pliances). 9 
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Radio and accessories. 
1 Hardware store. 
3 Electrical shops. 


Crockery and glassware. 
2 Hardware stores. 
1 Furniture store. 


1 Book store. 2 General stores. 
2 Garages. 1 Gift shop. 
And a number of customer — 
agents. 6 
ye Bathroom fixtures. 
7 3 Hardware stores. 


Aluminum and enamelware. 4 Plumbing shops. 
3 Hardware stores. 2 General stores. 
2 General stores, _ 

1 Furniture store. 9 
7 Grocery stores (given away 
with groceries). 


13 


In addition to the above outlets for the enumerated lines of 
merchandise, actually located in the village, we find ourselves 
surrounded by a dozen little hamlets of a few hundred popula- 
tion, into which the manufacturer is sending his, representatives 
to open up accounts. I do not blame him if he is not a manu- 
facturer of the line we carry—we try and take care of that on 
an agency territory basis—for if he is a salesman from a com- 
petitive manufacturer we fully realize that he must open an ac- 
count somewhere in the territory. It is not uncommon for a 
salesman to tell us that if we do not tie up with his company 
someone else will as he has been instructed that an account must 
be opened in our district. The pressure back of the salesman, 
coupled with the fact that there are so many salesmen that they 
are falling over each other getting into the retailer’s store, has 
brought about the situation as it now exists. 

Having exhibited a picture of the present condition in the 
retail field let us see how this situation affects 


1. The Manufacturer. 
2. The Retailer. 
3. The Consumer. 


The manufacturer comes first because he starts things going. 
He produces the goods and must see that they are consumed. 
This is a legitimate and sound economic aim. To accomplish 
this means the seeking of a market and the opening up of suf- 
ficient retail accounts to consume the supply of his factory. 
When the salesmen start out to open up these new accounts I 
wonder whether they receive any instruction on the type and 
character of the store which they are to seek, or whether the 
instruction is of the blanket-variety “to open up new accounts,” 
leaving it entirely to the salesman to wander from one store to 
another. Then comes the question of what a manufacturer 
considers as his legitimate selling area. Again I wonder whether 
enough cost-accounting is put on the story of the “legitimate 


selling area.” It often appears that many manufacturers are 
over-extending their efforts and biting off more than they can 
economically digest. When a medium-size manufacturer is at- 
tempting to get national distribution, it may frequently be found 
that a more intensive cultivation of a restricted area, and more 
careful selection of outlets, would prove more profitable in the 
accounting of the year’s business. 

The retailer is next in line and, with the merchandise on his 
shelves ready for the final consumer, let us see how he fares un- 
der the present system. Review, if you will, the first table enum- 
erating the number of retail outlets for cook stoves in a town of 
less than 3000 population, keeping in mind that the situation is 
probably fairly representative of a similar condition in hundreds 
of other places. The number of outlets is eight. From a busi- 
ness economic viewpoint let’s figure up what this really means. 
First, each outlet must carry a line of different models for each 
make of stove handled and at least something in the way of re- 
serve stock to take care of sales. Add this total investment, 
figured at retail for the town’s total stock, divide it by the town’s 
total sales, and from the resulting turnover I doubt if many 
modern department stores would be interested in having the oil 
cook stove business of the average small town. Second, from the 
economic viewpoint of the cost of distribution let us figure that 
in the placing of these different lines with the eight dealers in 
our town, two salesmen have been necessary in at least one-half 
of the cases, the one a local jobber man and the other the factory 
representative. Finally, put down the figures involved in doing 
business in this manner—the salary of two relatively high-price 
men, their traveling expenses, their hotel bills and their time ab- 
solutely lost from one cause or another, and arrive at a final 
figure. It surely seems to some of us retailers, who are in daily 
contact with the situation, that our present method of distribution 
is a most extravagant one. 

The final and most important step in our system of distribution 
is the placing of a particular item of merchandise in the hands 
of the consumer and the completion of the sale. Bearing in 
mind that we all are the final consumers, just what is it we most 
of all desire when we enter a store to purchase merchandise of 
any consequence? Is it not a real representative stock with a 
price range which makes selection easy? With the outlets for 
the same. class of merchandise so numerous it is impossible for 
the consumer to be served with an adequate stock by all stores 
which are attempting to sell the same line of merchandise. 

What the solution may be I will not attempt to say. It is a 
big problem to tackle. But of you who are manufacturers I 
ask: “Do you know who your retailers really are?” If you 
manufacture paint, oil stoves, electric appliances or what not, 
do you sell to any retailer irrespective of the sign over his door? 
Will the old signs of “Drugs for the Drug Store,” “Groceries 
for the Grocery Store” and “Hardware for the Hardware Store” 
amean anything in 1948? 





A Tribute Worth Reading 


Te following is an extract given by Dr. Russell H. 
Conwell in an address before the 26th Annual Con- 
vention of the National Hardware Association of the 
United States at Atlantic City, 1920: 


“Have you lately read, any of you older men, what Elihu 
Burritt wrote upon the hammer? If you have read it, and I 
suppose perhaps most of you have, you know what a wonder- 
ful thing it was to have been a hardware man in his day. 
He made hammers himself and he sold the hammers himself. 
One day he took up a hammer, and Idoking at it brought out 
the thought that he afterward wrote down. What he wrote 
was something beautiful indeed. He said (I. will have to 
condense it some, but I am pretty sure I can follow his 
thought). He said: ‘In this hammer I see the beginning 
of God’s great goodness to man in his start into human 
civilization. In this hammer I see ancient Babylon and an- 
cient Nineveh; I see the grand canals and palaces; I see the 


civilization of that day in which the hammer was so useful ; 
I see ancient Egypt; I see the pillars of Karnac being con- 
structed under the hammer, the tool that made those great 
cities which now adorn the shores of the Nile; I see ancient 
Palestine and the Temple of Solomon; I see ancient Greece 
and the Parthenon; I see their beauties and glories arising 
as they top the mountains with their wonderful constructions, 

. and the hammer leads me all the way. Hammer! my friend, 
thou friend of the poor; the wise, the great, go with me 
over the earth and tell me the history of human civilization ; 
then go into the modern nations of the world where hammer 
introduces us to the art gallery, to the factories, to the homes, 
into the theater, into the churches and cathedrals.’ If one 
hammer in a store can-bring. out such wisdom, beauty and 
poetry, and unroll. before us such a’ wonderful civilization, 
what wetld not all the ‘articles in a hardware store do for 
Man?”—“The Waste Basket,” published by the Evansville 
Tool Works. 
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Pierce’s Auto Accessories Department 


Was a Natural Development 


Being a motorist twenty-five years ago, B. C. Pierce, of 
Taunton, Mass., sold the same accessories he needed for his 


own Car. 


Today the department volume has passed the 


$20,000 mark 


first automobile. He found that standard equip- 
ment was not as complete as it might be and that 
the first thing he had to obtain was a respectable set of 
tools, particularly a substantial hammer, two sizes of 
screw drivers, a set of S wrenches, two adjustable 
wrenches, one a Stilson, the other a monkey wrench, 
pliers, some friction tape, and a flashlight. These, of 
course, were easily obtained from the stock of the Pierce 
Hardware Co., owned and operated by the new recruit 
to the ranks of motorists. These items were strictly 
hardware and common then as now in every hardware 
store. 
Being a merchandiser by instinct as well as training, 
Mr. Pierce featured these particular tools in his window 
as auto tools and the steadily increasing number of 


OU Gen suai, years ago B. C. Pierce bought his 


motorists in Taunton, Mass., began to buy them for just 
that purpose. It was in 1903 that the Pierce Hardware 
Co. started a complete auto accessory department, han- 
dling fan belts, spark plugs, horn bulbs, and horns, tail 
lights, tire irons, special tool kits designed primarily for 
the motorist, head lamps and the other items which came 
on the market to displace what had been horse carriage 
specialties. 

Each year the auto accessories line increased in scope. 
Some items went off the market. As the electric light- 
ing systems became more common on cars, there came a 
steady call for auto lamps, fuses, and wire. Cold patch 
tire outfits, miniature vulcanizing kits, and improved 
jacks and tire pumps came quickly into the market and 
the auto department of the Pierce Hardware Co. kept 

(Continued on page 84) 





Part of the Auto Accessories Department of B. C. Pierce, Taunton. Mass. 
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Dress Up Your Windows for Fall 


any appearance of flatness three corrugated cartons in 
which some of the individual utensils were packed were 
also covered with crepe paper and placed in the window 


HE sun is setting earlier. The days are growing 

more crisp. Slowly the year slips aside her sum- 

mery dress of green and dons the yellow and red. 
There is change, change everywhere. It is autumn. 

Almost as mark2d as the changes of nature are the 
changes in business activities: Vacations are over. 
Everyone is buckling down to work in earnest. And 
what’s good news for the dealer—there are more sales 
possibilities. 

Get your store in tune with the autumnal atmosphere. 
Dress up your best window with seasonable merchan- 
dise. There are many items you can choose—guns and 
ammunition, radios, stoves, heaters and ranges. This 
being a time of the year when appetites grow keener 
and the cooler days invite housewives to do more home 
cooking and baking, a display of aluminumware, as 
shown in the accompanying illustration, makes an espe- 
cially good fall exhibit to pull trade. It is worthy of 
emulation. 

A detailed description from the dealer who installed 
this display follows: 

“First, take two cartons about 15 in. high and place 
them about 3 ft. apart in the background of your win- 
dow. Then place a platform of some kind over these 
cartons—any stiff corrugated cardboard will do. Next 
cover this elevated platform and the entire floor with 
crepe paper. The crepe paper we used was designed with 
turkey, pumpkin and corn shock silhouettes. To remove 


for elevating certain utensils. Then the window man 
placed the panelled display card on the platform as you 
see it in the photograph. 

“To further enhance the seasonable atmosphere of 
the window, corn shocks were placed in the background 
to the right and left. With the: setting completed he 
arranged the merchandise, being careful to get a well 
balanced appearance and avoid overcrowding. This 
being roaster season, roasters were given special promi- 
nence.” 

You will find that by featuring seasonable items in 
an attractive setting of this: kind, the results will be more 
marked than can be expected from the ordinary display. 

With a little thought many other suggestions for fall 
window displays present themselves. Small twigs and 
branches with beautiful colored leaves can be used for 
trimming and to add a touch of color. Ripe pumpkins 
or even red apples mingled among the aluminum utensils 
have a way of saying, in their quiet way: “Harvest time 
is here, and so are we. Have you the proper utensils to 
prepare us at our best?” In other words, the association 
of the utensils with the foods cooked in them is sure to 
be influencing to sales. And fall is the best time of the 
year to stage such a display. Try one this year in your 
store. 




















HARDWARE AGE for SEPTEMBER I5, 1927 





A New Pattern of Price Maintenance Ready 
for the Coming Congress 





Written Expressly for Hardware Age by Waldon Fawcett 


HE tables are to be turned in the price protection 

movement in the new Congress, which meets this 

autumn. Instead of all the pressure coming from 
the outside for legislation that would outlaw retail price 
cutting, the movement for reform is to be initiated 
inside Congress. From an authoritative source within 
Congress will come a Fair Trade Bill designed to express 
the inside rather than the outside view and to enlist the 
support of many Members whose objections have pre- 
vented them from supporting any of the earlier bills to 
legalize resale price fixing. All this is. to come to pass 
regardless of the outcome of the investigation of resale 
price fixing lately started by the Federal Trade Com- 
mission. nay $ 


A new era in the long-drawn crusade for retail pricé- 


stabilization was ushered in more than a year ago. Buf 
it came about so quietly’that not one hardware merchant 
in a hundred suspected that a change had taken place. On 
the surface, the drive for -price protection made poor 
headway in the Sixty-ninth Congress. Public hearings 
were held by the House of Representatives Committee 
on Interstate and Foreign Commerce, to which the Kelly- 
Capper bill had been referred for report and recom- 
mendation. But these hearings were much like earlier 
hearings in that the time was occupied mainly by an 
inconclusive debate between representatives of the 
American Fair Trade Association and officers of the 
National Retail Dry Goods Association. 

Meanwhile, however, there were quiet consultations 
within the Commerce Committee, once it has been made 
apparent that the same old deadlock existed ax between 
the champions and the foes of price standardization. 
Committeemen asked themselves whether it might not 
be possible to evolve some form of compromise bill that 
would at least justify the Commerce Committee in re- 
porting out a bill permitting the full membership of 
Congress to express its sentiment on this long pending 
issue. The members of the committee were not unmind- 
ful of the criticism which has been leveled at them lat- 
terly by friends of price maintenance who have asserted 
confidently that the United States Senate stands ready 
to promptly pass a price maintenance act but has been 
held up because there is a tradition that this type of leg- 
islation must originate in the House. a 

As the outcome of the milling of the subject in com- 
mittee, there was appointed in June, 1926, a special sub- 
committee of three members, headed by Representative 
Schuyler Merritt of Connecticut, and to this section of 
the main committee was delegated the task of making a 
thorough investigation of the need for legislation on 
resale price fixing, and of preparing a bill to replace the 
bills from private sources, if these could be improved 
on. The Merritt subcommittee did not report during the 
life of the Sixty-ninth Congress. As a matter of fact, 
its report was not completed until March of this year, 
a few days before the final adjournment. 

Progress for the cause is, however, to be attributed to 
this move, because out of the subcommittee has come, 
in readiness for the Seventieth Congress, a bill that is 
generally accounted an improvement upon all previous 





editions. Since it is founded, of course, upon the basic 
principle of resale price control from the source, it is 
unacceptable to the irreconcilable die-hards among de- 
partment store and chain store executives. But it will 
command more support in Congress than any measure 
offered since the days of the original Stephens bill. Rep- 
resentative Kelly, veteran sponsor of resale price fixing 
legislation, has accepted the new draft in displacement 
of his own version (known in the last Congress as 
H. R. 11), and thinks so well of this latest version that 
-he has declared'that not since the year 1911 has there 
been so favorable a prospect for the enactment of a 
Péderal law in support of uniform retail prices. 


»* The tentative measure which has resulted from the 


activities within the Commerce Committee will be known, 
for the time being, as the Merritt substitute bill. Repre- 
sentative Merritt indicated in a conversation with the 
writer a few days ago that he did not expect action by 
Congress until the Federal Trade Commission has an- 
nounced the results of the investigation of resale price 
-fixirfge which the Trade body has volunteered to conduct. 
But the self-imposed task of the Commission is to find 
out whether any resale price legislation is desirable from 
a legal and an economic standpoint rather than to pre- 
scribe the form of legislation. And the Congressmen 
who are back of the new Merritt bill feel that, if there 
is to be any legislation whatever, the revised program 
is the one to be followed because of its elasticity and 
ease of application at all mercantile levels. _ 

As becomes a bill which aims to clarify a complex sit- 
uation, the Merritt bill is a model of brevity and sim- 
plicity. Its strength in its appeal to the popular vote in 
Congress and in the country, is that it has an “approach” 
different from that of some of its predecessors. It may 
be recalled that some of the early price fixing bills were 
criticized because of a seeming selfishness that made them 
seem to serve only the ends of manufacturers or pro- 
ducers desirous of enforcing their list ‘prices all down 
the line. The Merritt compromise bill, on the other 
hand, manifests on its face, a studied determination to 
show proper regard for the rights of the general public, 
the mass of ultimate consumers. Likewise, to afford all 
reasonable freedom of action to dealers in price-fixed 
godds who are the victims of unusual or unexpected 
circumstances. " 
~ A sample of the extra safeguards that hedge about 
the price-fixing privilege under the new program, is to 
be found in Section 3 of the Merritt edition. This 
clause protects the consuming community against the 
possibility that the proposed act might legalize contracts 
between persons whom the public interest requires to be 
in active competition with one another. The act is so 
phrased that it would legalize what might be termed 
“vertical” price contracts, i. e., contracts between succes- 
sive owners of the same article, but withholds sanction 
from what are referred to as “lateral” contracts ; that is 
to say, contracts between contemporaneous Owners of 
competing articles. 

One of the scarecrows that the foes of price standard- 
ization have set up during all the years of agitation, to 
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frighten the public, conveys the idea that price mainte- 
nance would foster monopoly and open the door for 
price inflation. So the Merritt formula is at pains to 
show itself free of any mandatory power and innocent 
of any purpose to encourage combinations in restraint 
of trade. This compact little bill simply legalizes con- 
tracts between producer and purveyor and leaves entire 
freedom to both classes to choose whether they wish to 
enter into a business arrangement to keep prices stable. 
Nothing in the revised bill would permit competitors to 
fix by contract the resale prices upon articles sold by 
them in the same market. All contracts in business that 
are now illegal, because they smack of manipulation or 
monopoly, would continue to be illegal if this price main- 
tenance act were in force. 

In limiting the workings of the proposed law to iden- 
tified wares and excluding anonymous staples, the Mer- 
ritt substitute throws up further precautions against any 
possible misuse or corruption of the price-fixing privi- 
lege. Stress is laid upon the requirement that contracts 
relating to the sale or resale of a price-restricted com- 
modity shall be valid only in the case of articles which 
bear the trade-mark, brand or name of the producer or 
owner of the commodity. The purpose, of course, is to 
authorize a principal to control the resale price of his 
own brands. But, tacked to this, is a reservation which 
prevents price fixing, even on a branded or trade-marked 
article, if the commodity is not competitive with other 
articles. 

Probably the biggest single improvement which the 
Merritt version shows over all forerunners is in the 
method of handling the tolerances to be allowed dis- 
tributors of price-pegged goods in an emergency. As 
readers of HARDWARE AGE are well aware, the idea of 
taking care of merchants who are “stuck” with price- 
placarded goods has been a gradual evolution. In the 
beginning, the elementary price-fixing bills offered to 
Congress made no provision whatever for the plight of 
the chance retailer who met with business reverses or, 
for other reasons, was caught with a frozen inventory 
of goods on which he was sworn to uphold the retail 
prices, come what may. 

In due course, protests were lodged at Washington 
against this oversight, by individual retailers and by 
national,.trade associations. Many of the objectors were 
in full sympathy with the principle of price maintenance 
but they desired that no merchant, in his allegiance to 
standard prices, should be made tovsuffer from circum- 
stances beyond his control. In deference to this feeling, 
effort was made in the later bills to provide loopholes 
for the escape of merchants when hobbled by an excess 
of price-restricted goods. As luck would have it though, 
every device put forward to date for making exceptions 
to fixed schedules of resale prices has been cumbersome 
and creaky. The favorite plan was that whereby a mer- 
chant who desired to close out a line, remove to a new 
location, discontinue business or reduce stagnant, stock, 


could serve notice upon the price dictator. Then, if the . 


manufacturere or original seller did not see fit to buy 
back the goods at the price originally paid, the merchant 
could, after waiting for thirty days, offer the goods to 
the public at his own price. Merchants have expressed 
dissatisfaction with this scheme because of the red tape 
and correspondence involved. And, most of all, because 
it would tie up a dealer with his burden of stock for a 
full month at a juncture when he would most need free- 
dom to realize on his holdings.’ 


The Merritt substitute cuts away all the formalities | 


and recognizes the right of waiver of resale price 
schedules under abnormal conditions. This is accom- 





plished by a stipulation in the bill which sets forth that 
any resale price agreement shall be deemed to contain the 
implied condition that the commodity may be resold with- 
out reference to the compact in any one of three situa- 
tions: First, incident to closing out an owner’s stock 
for the purpose of discontinuing dealing in such com- 
modity. Second, with prominent notice to the public 
that the commodity is damaged or deteriorated in quality, 
if such is the case. Third, when a receiver, trustee or 
other officer is carrying out the orders of a court. As 
an additional protection for the dealer against the pro- 
ducer, Section 4 of the Merritt bill would prevent a 
producer from suing a dealer on a price maintenance 
contract outside of the district in which such dealer re- 
sides or has‘an established place of business. 

For all that the general policy of Representative Mer- 
ritt and his associates has been to compress the price- 
fixing power into more compact form, the new bill 
contains same important additions or new provisions. 
Most important of these, as a preventive of price de- 
moralization in retail channels, is a provision which 
strengthens the hold of the producer or original mar- 
keter upon the resale prices of merchandise in the hands 
of the vendee of his vendee as well as in the hands of his 
immediate vendee. Paragraph 2 of Section I of the 
Merritt bill formally declares that no contract of sale or 
resale is illegal because it contains an agreement that 
the vendee will require any dealer to whom he may re- 
sell the commodity to agree that he will not in turn re- 
sell except at the price stipulated by the vendor or his 
vendee. 

In a statement for the HArpwareE AGE, Representative 
Merritt emphasized that one of his main purposes was to 
prevent a state of price demoralization wherein prices 
would be forced so low that dealers will refuse to handle 
meritorious articles. Having in mind the mystification 
and confusion that has been occasioned by conflicting 
decisions in the different Federal courts on questions 
of price-fixing rights, Representative Merritt and his 
collaborators. have sought to make their bill as nearly 
trouble-proof as possible. To that end they have avoided 
leaving to the interpretation of the courts the question 
of what contracts constitute “transactions” in interstate 
and foreign commerce. Any price-stabilizing contract 
that ought to be protected is assured recognition. 


100 Per Cent Show Windows—and How 


Many hardware dealers are not getting the full value 
of their window displays because they are working them 
only two-thirds of the full time.* If an attractive show 
window is darkened when the store closes, 33 1-3 per 
cent of the publicity value is lost. 

The hours when the show windows of the hardware 
dealer actually work for him are between 8 o’clock.in the 
morning and 11 o’clock at night—15 hours. Before 8 
a.m. the passersby are hurrying to their work and have 
little time or inclination for window shopping. After 
that hour those passing by have more time to stop and 
look at what appeals to the eye. After dinner in the eve- 
ning, until 11 o’clock, many people pass, going to and 
returning from an evening’s recreation at the movies or 
other entertainment or walking for exercise. 

If the store closes at 6 o’clock, leaving the windows in 
darkness, 5 hours of the 15 working hours are lost. 
An attractive window, brilliantly lighted for a few hours 
at. night, will make many acquaintances for your busi- 
ness and frequently customers. _ The cost of the elec- 
tricity used is negligible. ; 
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Atlantic City Program Getting 


Under Way 





Sessions Will Commence and Close One Day Earlier This Year 


Close harmony and painstaking efforts 
of the officers and executive committee of 
the National Hardware Association and the 
American Hardware Manufacturers Asso- 
ciation have brought about some interest- 
ing changes in procedure for the joint 
convention to be held in Atlantic City, 
N. J., the week of Oct. 17. The early 
announcement that joint headquarters 
would be at the Marlborough-Blenheim 
Hotel was received most enthusiastically 
by members of both organizations. It 
meant returning after two years’ absence, 
and everybody was pleased. 

The entire program has been pushed 
ahead one full day, and will close Thurs- 
day instead of Friday, as in previous years. 
The joint opening session will be held 
Monday evening, and both associations 
will hold their first separate meeting Tues- 
day morning. These were formerly held 
Tuesday evening and Wednesday evening 
respectively. 

This change was made because it was 
recognized that both jobbers and manufac- 
turers, particularly those from the west 
and south, desired to avail themselves of 
a day or two in New York City, or ad- 
jacent industrial centers. To accomplish 
this, under the old schedule, they had to 
cut into another week or leave Atlantic 
City Wednesday night or Thursday morn- 
ing. The latter plan seriously affected the 
attendance and interest in the closing ses- 
sions, and often these sessions are of great 
importance. Another factor was the dis- 
covery that the bulk of delegates arrive 
Sunday, and that practically every one is 
in Atlantic City by Monday noon. 

The official register of delegates and 
guests of both associations will be con- 
solidated into one booklet, issued Tuesday 
morning. This will include all registra- 
tions and local hotel addresses up to 6 
o'clock Monday night. A supplement will 
be published Wednesday morning contain- 
ing additional registrations up to 6 o'clock 
Tuesday evening. 





Another indication of the extremely cor- 
dial relations existing between the two as- 
sociations will be the common program 
scheduling all sessions of both organiza- 
tions in one booklet. This will eliminate 
a confusion incident to separate publica- 
tion. 

Entertainment will be in charge of N. A. 
Gladding, E. C. Atkins & Co., Robert 
Jones, Clyde Cutlery Co.; J. G. O’Brien, 
Caldwell Mfg. Co.; George H. Harper, 
National Enameling & Stamping Works, 
and G. T. Bailey, Oliver lron & Steel Co. 
The lady guests at the convention will be 
welcomed and taken care of by Mrs. Isaac 
Black, Mrs. M. J. Lacey, Mrs. J. G. 
Moore, Mrs. J. G. Ralston, Mrs. L. M 
Stratton and Mrs J. A. Warner. 

The “Hardware Special” will be in charge 
of E. R. Swift, Stanley Works and Robert 
Jones, Clyde Cutlery Co., and will be 
routed this years from Chicago via Balti- 
more and Ohio Railroad. Jobbers and 
manufacturers are anticipating this trip 
East on the special train as an opportunity 
for renewing friendships and enjoying the 
scenic features of the B. & O. route. 

The “Hardware Special” train will leave 
Grand Central Station, Chicago, Sunday, 
Oct. 16, at 11.30 a. m. Stops will be made 
at Deschler, Ohio, at 5.25 p. m., for dele- 
gates from Indianapolis, Detroit and To- 
ledo; at Akron, Ohio, 8.30 p. m., for dele- 
gates from Cleveland; at Youngstown, 
9.40 p. m., and at Pittsburgh 11.45 p. m. 
The train will arrive at Atlantic City Mon- 
day at noon. 

George A. Fernley, secretary, National 
Hardware Association, is working hard at 
the present time completing the convention 
program. 

Walter H. Donlevy, president of the 
National Hardware Association, will pre- 
side at the opening session Monday night. 
Both he and D. A. Merriman, president 
of the American Hardware Manufactur- 
ers Association, will make addresses at 
this time. A prominent speaker will de- 





liver an appropriate address and at 10.30 
an informal dance will be held. 

Tuesday morning and afternoon the ac- 
cessories branch of the National Hardware 
Association will meet in the Red Room 
under the chairmanship of vice-president 
A. H. Nichols, Buhl Sons Co., Detroit, 
Mich. This meeting will be for discus- 
sion between manufacturers and whole- 
salers of automobile accessories, electrical 
appliances and radio equipment. 

The metal branch of the National Hard- 
ware Association will meet Tuesday after- 
noon for manufacturers and distributors 
of sheet metals and kindred lines. F. O. 
Schoedinger of Columbus, Ohio, will pre- 
side. 

Wednesday morning and afternoon and 
Thursday morning President Donlevy will 
preside over the general sessions of the 
jobbers. Thursday afternoon the final ex- 
ecutive session will be held. 

The manufacturers’ Tuesday morning 
session will start with President Merri- 
man’s address, followed by a general dis- 
cussion on business conditions. Then an 
address on current economic questions by 
a competent speaker. 

Tuesday afternoon group 2 on garden 
tools and farm equipment will meet in the 
west solarium, group 3 on builders’ hard- 
ware at the Park Avenue Hall and group 5 
on sporting and gun goods and explosives 
at the Chevy Chase Room. These meetings 
will be for manufacturers. 

Wednesday morning group 1 on me- 
chanics’ tools will be in the Chevy Chase 
Room; group 4 on household supplies and 
cutlery in the Park Avenue Hall; group 6 
on automobile accessories in the Ohio Ave- 
nue Hall; and group 7 on heavy hardware, 
mill supplies and builders’ materials in the 
west solarium. 

There will be no sessions of the Ameri- 
can Hardware Manufacturers Association 
on Wednesday afternoon, but on Thursday 
morning the final executive session will 
be held. 


Manufacturers Group Plan In Operation 


Last January the executive committee 
of the American Hardware Manufactur- 
ers Association concluded that the mem- 
bership should be organized into several 
kindred groups, so that more specific prob- 
lems in each classification could be studied 
and discussed by members primarily inter- 
ested in those problems. To this end, 
President Dennis A. Merriman, American 
Steel & Wire Co., Chicago, appointed Past 
President S. Horace Disston, Henry Diss- 





ton & Sons, Inc., Philadelphia; Vice- 
President Frank L. Campbell, U. S. Chain 
& Forging Co., Pittsburgh, Pa.; J. P. Mc- 
Kinney, Jr., McKinney Mfg. Co., Pitts- 
burgh, and Secretary-Treasurer Charles F. 
Rockwell as a committee to study the 
situation and form the necessary groups. 

Yeoman work has been done. The com- 
mittee has announced seven main groups 
to form the nucleus for this work. Each 
group has a chairman, assisted by a pro- 
gram committee of three. It is intended 





that such committees and chairman be 
permanent and responsible for the conven- 
tion program of their respective groups. 
They are to be available at all times dur- 
ing the year for help on any problems of 
their groups. By virtue of their perma- 
nency, these committees will be able to 
offer each convention the benefits of a year’s 
thought. Ideas and assistance of all mem- 
bers will be solicited and will be most wel- 
come. 

Secretary Rockwell announced last week 
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Frank L. Campbell 


the personalities group committee as ap- 
pointed by President Merriman: 


GROUP 1—MECHANICS’ TOOLS 


Chairman—A. E. Alverson, Greenlee Bros. & 
Co., Rockford, Il. 
Program Committee—S. Horace Disston, chair- 


man, Henry Disston & Sons, Inc., Philadel- 
phia, Pa.; Irving S. Kemp, Evansville Tool 
Works, Evansville, Ind.; L. Webster, 


Sand’s Level & Tool Co., Detroit, Mich. 


GROUP 2—GARDEN TOOLS AND FARM 
EQUIPMENT 
(Including Saddlery Hardware) 


Chairman—-J. S. Bonbright, Pennsylvania Lawn 
Mower Works, Philadelphia, Pa. 

Program Committee—W. H. Roberts, Jr., chair- 
man, S. L. Allen & Co., Philadelphia, Pa.; 
O. H. Smith, Lynchburg Plow Works, Lynch- 
burg, Va.: G. B. Durrell, American Fork & 
Hoe Co., Cleveland, Ohio. 

GROUP 3—BUILDERS’ HARDWARE 
(Including Cabinet and Suitcase Hardware, 
Store Fixtures and Show-Cases) 
Chairman—R. L. Rogers, Payson Mfg. Co., 

Chicago, Ill. Z 

Program Committee—J. P. McKinney, Jr., 
chairman, McKinney Mfg. Co., Pittsburgh, 
Pa.; W. R. Hill, Sargent & Greenleaf, Inc., 





Chas. F. Rockwell 
GROUP PLAN COMMITTEE 


| 





Rochester, N. Y.; Isaac Black, Russell & | 


Erwin Mfg. Co., New Britain, Conn. 


GROUP 4—HOUSEHOLD SUPPLIES AND 
CUTLERY 
(Including Electrical Appliances, Silverware and 
ocks) 


Chairman—M. J. Lacey, Corning Glass Works, | 
Corning, N. Y. 

Program Committee—G. H. Jantz, chairman, 
Lovell Mfg. Co., Erie, Pa.; C. L. Gairoard, 
J. Wiss & Sons Co., Newark, N. J.; C. P. 
Catlin, New Haven Clock Co., New Haven. | 
Conn. | 

GROUP 5—SPORTING AND GUN GOODS 

AND EXPLOSIVES 

Chairman—P. E. Barth, Western Cartridge Co., 
East Alton, III. 

Program Committee—T. W. Cahill, chairman, 
Marlin Firearms Co., New Haven, Conn. ; 
M. C. Treadway, Horton Mfg. Co., Bristol, 
Conn.; G. F. Hamlin, Atlas Powder Co., 
Wilmington, Del. 

GROUP 6—AUTOMOBILE ACCESSORIES 

Chairman—D. S. Brisbin, Columbus McKinnon 
Chain Co., Tonawanda, N. Y. 

Program Committee—F. L. Campbell, chair- 
man, U. S. Chain & Forging Co., Pittsburgh, | 
Pa.; R. J. Koehr, Burgess Battery Co., 
Chicago, Ill.; F. S. Macourek, Vichek Tool | 
Co., Cleveland, Ohio. 








J. P. McKinney, Jr. 





S. Horace Disston 


GROUP 7—HEAVY HARDWARE, MILL 
SUPPLIES AND BUJLDERS’ MATERIAL 
(Including Paints, Oils and Varnish, Cordage, 


Woven and Galvanized Wire, Roofing Materials 
and Electrical Supplies) 


Chairman—J. F. Donahue, Foster Bolt & Nut 
Mfg. Co., Cleveland, Ohio. 
Program Committee—W. D. Biggers, chairman, 


Continental Screen Co., Detroit, Mich.; W. L. 
Pond, Nicholson File Co., Providence, R. I.; 


H. Sanborn Smith, Gulf States Steel Co., 
Birmingham, Ala. 
In previous years divisional group meet- 


ings followed one another at intervals of 
one hour in the same room during the 
same afternoon. This method often ne- 
cessitated elimination of important topics 
due to the pressure of time. Any unfore- 
seen delay might easily eliminate an entire 
group from holding discussions. This 
year’s program provides a full afternoon 
for each of three groups meeting sepa- 
rately on Tuesday, and a full morning for 
each of the four groups meeting sepa- 
rately on Wednesday. 


Price Fall Will Continue 25 Years, Says W. J. Donald 


Prices will continue to decline for the 
next twenty-five years and money must be 
made in industry by more intensive and 
more intelligent competition, according to 
W. J. Donald, director, American Man- 
agement Association, who recently ad- 
dressed a representative body of business 
men in Oakland, Cal. Mr. Donald is an 
alumnus of the McMaster University, To- 
ronto, Canada, and was in charge of the 
department of economics there prior to 
assuming the position he now holds. 

Mr. Donald stated that the structure of 
American economic life is based on a 
standard of living fostered for many 
years past by advertising. The present 
American standard of living he said is an 
integral part of American life and it 
cannot be changed without great difficul- 
ties and hardships. 

“The United States,” he said “is drawing 
its supply of workers from itself now and 
not’ from immigration from foreign lands, 
where a lower standard of living prevails. 
This means that industry cannot economize 
safely by cutting wages. 

“Another factor is the lack of gold in 
European countries. This means that 
most of the countries abroad can bty from 





us directly or indirectly only by means of 
merchandise. This will increase the 
amount of foreign goods available to buy- 
ers in this country and shrinks the foreign 
market for our goods. 

“The effort to find relief by developing 
the selling end of business is familiar. It 
has resulted among other things in effi- 
ciency of advertising and in raising the 
general standard of living. There is, of 
course, room for improvement in_ this 
field, but I do not think it is solving the 
problem for the industrial concern inter- 
ested in carrying on a profitable business. 

“I am convinced,” Mr. Donald said, 
“that the way out of the situation created 
by post-war falling prices, stationary wages 
and salaries, and a fixed standard of liv- 
ing is through the most careful attention 
to modern methods of management. Jn 
other words, the concerns making money 
will be the concerns which save money in 
production, whether it is the production of 
goods or the production of sales—new bus- 
iness. 

“What can be done by an alert firm is 
shown by an instance I met with recently 
in which a factory owner had cut down 
the space used and the number of persons 


employed by installing conveyors in his 
plant. He had cut the space 50 per cent 
and, reduced his labor cost almost as much. 
With such an advantage ‘he’ could meet 
competing prices of concerns manufactur- 
ing as he had done, and still have a wide 
margin of profit. 

“I have no doubt that air transport will 
see rapid devel6pment soon. This means 
of communication speeds up a shipment 
and also provides against the more acute 
difficulties caused by rail or ship tie-ups. 

“These are but prominent examples of 
the means at hand for the alert and for- 
ward looking business man. Unless he is 
capable of utilizing new things as they 
come out he is headed for trouble. 

“Business conditions are inexorably 
changing. The use of buying combines to 
enable stores to buy and sell more cheaply 
has produced the chain stores. These 
stores are eliminating many individually 
owned stores and will soon be competing 
with one another. 

“It behooves the business man today to 
thresh out the whole field of production 
and distribution management and to keep 
the fall of costs ahead of the fall of 
prices.” 




















HARDWARE AGE for SEPTEMBER I5, 1927 





Charles Reierson General~Sales Agent for 


Gilbert & Bennett 


Charles L. Reierson has decided that he 
likes the hardware business better than a 
life of leisure and idleness. On Dec. 1, 
1926, he resigned as president of the Rem- 
ington Arms Company, Inc., and all its 
subsidiaries and started on a long deferred 
and well merited vacation. That vacation 
is now over, and he is ready to again don 
business harness. 

On September 15 he will become asso- 
ciated with the Gilbert & Bennett Mfg. Co. 
of Georgetown, Conn., and Chicago, IIL, 
as general sales agent. His headquarters 
will be located in the company’s New York 
office in the Canadian Pacific Building, 342 
Madison Avenue, New York City. 

That office has heretofore been under 
the charge of the company’s vice-president, 
Mr. Edward F. Jones, who has been with 
the company many years. Mr. Jones has 
not been in the best of health for some 
time past and is planning to take a year’s 
vacation to recuperate. 

Everyone in the hardware trade knows 
and likes Charlie Reierson. His business 
history is familiar to all who manufac- 
ture, distribute or sell hardware. He 
started in a small way with the Simmons 
Hardware Company, graduated into the 
ranks of traveling salesmen, and finally 
became secretary of the company and one 
of its directors. 

In 1910 he became associated with the 
Remington Arms Company, Inc., first as 
Western sales manager and by successive 
steps was advanced to general sales man- 
ager, assistant to the vice-president, became 
vice-president, and in 1921 he was elected 
president of the company and guided its 
destinies for seven years during the trying 
period which followed the World War. 
He continued as president of the company 
and its subsidiaries until the latter part of 
1926, during which time he conducted and 

completed the company’s deflation process 
from a war time to a peace time basis. 

The Gilbert & Bennett Manufacturing 
Company, with which Mr. Reierson has 

cast his lot, is an old and honored one. It 
had its beginning back in 1818, at which 
time Benjamin Gilbert, a Connecticut 
shoemaker, started the weaving of meal 
sieves from horse hair. In a desire to im- 


Re. y - e 
Manufacturing Co. 
27" 
prove his product he substituted wire for 
horse hair, doing the first °weaving on a 


borrowed hand loom. Out of this crude 
iron. wire and the hand loom came the wire 





Charles L. Reierson 


cloth of today, which is one of the com- 
pany’s present products. During the Civil 
War a decreased outlet for sieves caused 
the company to paint its surplus sieve cloth 
and sell it for window screens. From this 
idea grew the first metal window screens. 
Later the company installed the first power 
machinery ever used in the United States 
for making poultry netting. 

In addition to the plant at Georgetown, 
the company owns and operates a mill at 
Wireton, Ill, a suburb of Chicago, where 
the operations of the parent plant are 
duplicated as nearly as is commercially 
possible. Its Chicago offices are in the 
First National Bank Building. 

The company is now over 100 years old, 
and in 1918 celebrated its hundredth anni- 
versary by issuing an attractive booklet 
entitled “One Hundred Years of Prog- 
ress.” It is now well along in its second 
century, displaying the samg progressive 
spirit always shown by it in the past. 

The hardware jobbing trade will be glad 
to welcome Charlie Reierson on his re- 
entry into the industry, of which he was 





so long an integral part. 





K. H. Crumrine, Works Manager 
for the Gisholt Machine Co. 


Kennedy H. Crumrine, recently super- 
intendent of the Cleveland plant of the 
National Acme Co., has been appointed 
works manager of the Gisholt Machine 
Co., Madison, Wis., and W. H. Halliwell, 
formerly assistant superintendent of the 
General Iron Works, Denver, Colo., has 
been made superintendent of the Gisholt 
company. Charles H. Johnson, who for 


many years was the company’s European 
sales manager and more recently has been 
vice-president in charge of production, will 
devote his attention to the larger aspects 
of the firm’s business. 








| Avenue, Irvington, N. J. 


L. P. & D. G. Smith Purchase 
Interest in Hubbard Corp. 


Landon P. Smith, president, and Dew G. 
Smith, vice-president of the Landon P. 
Smith, Inc., Irvington, N. J., manufac- 
turers of the “Red Devil” glass cutters 
and glaziers tools, have purchased a one- 
half interest in the Hubbard Corp. of 
Windsor, Vt. This company manufac- 
tures glaziers points, point drivers and 
glass cutting machinery. Both men will 
occupy similar positions in the latter com- 
pany. 

The Hubbard Corp. will add some im- 
proved machines for the beveling and cut- 
ting of glass. The executive offices of 
the company will be at 1165 Springfield 


Hall Refrigerator Company 
Forms in Greenville, Mich. 
The newest organization to enter 


electrical refrigerator field is the Half Re- 
frigerator Co., soon to be established at 
Greenville, Mich. This new concern is 
capitalized at $100,000. It will manufac- 
ture a complete line of household and gro- 
cery refrigerators. An office and show 
room will be maintained in New York City. 
The officers of this company will be Her- 
man Stark, president; Donald Madden, 
vice-president and R, Howard Hall, sec- 
retary and general manager. 

The New York City office will be un- 
der the direction of Mr. Stark. Mr. Mad- 
den will make Chicago, Ill, his headquar- 
ters to direct the activities in the western 
territory. 


Sutherland Goes to India 


H. M. Sutherland, foreign representa- 
tive of the Pioneer Rubber Mills, San 
Francisco, Cal., left recently for India, 
where he will look after the steadily grow- 
ing business of the company in that ter- 
ritory. 


Sampson Electric Convention 
Hears H. R. Beatty Speak 


On Aug. 24 the Sampson Electric Co., 
Chicago, Ill., wholesale distributors of the 
Atwater Kent radio products, held a con- 
vention in the, Hotel Stevens, Chicago, for 





Hobart R. Beatty 


its dealers in the territory. The conven- 
tion opened with a luncheon. After the 
luncheon in the Grand Ball Room of the 
hotel, Peter Sampson, president of the 
Sampson Electric Co., opened the business 
meeting with a few words of welcome. 
Among those who spoke at this meeting 
were: Charles O. Weiser, of the Atwater 
Kent Mfg. Co.; H. R. Beatty, past presi- 
dent of the N. R. H. A. and president of 
the Illinois State Hardware Dealers’ 
Assn.; Frank Horning, city sales manager 
of the Sampson Electric Co., and Richard 
E. Smiley, assistant sales manager of the 
Atwater Kent Mfg. Co. A sightseeing 
tour was held for the ladies. A_ ban- 
quet was held in the evening in, the Grand 
Ball Room. 
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‘G. K. Stout, duPont Salesman 
Advanced To Ass’t Manager 


An announcement has been received 
from the paint, lacquer and chemicals de- 
partments of the E. I. duPont de 
Nemours & Co., Inc., Wilmington, Del., 
that G. K. Stout, formerly a salesman in 
the Chicago district, has been transferred 
to the New England territory to act as 
assistant manager. This change was ef- 
fective Sept. 1. Mr. Stout will be Mr. 
Chandler’s assistant on industrial sales and 
will give special attention to the super- 
vision of pyroxylin sales. His experience 
with pyroxlin materials especially fits him 
for this work. 


Russ Smith Moves to Atlanta; 
Represents McKinney Mfg. Co. 


Russell A. Smith has moved from Cin- 
cinnati, Ohio, to 1228 Gordon Street, S. W., 





Russell A. Smith 


Atlanta, Ga. Mr. Smith has charge of 
sales in the Southeastern States for the 
McKinney Mfg. Co., Pittsburgh, Pa. 


Many Trapshooting Winners Use 
L. C. Smith Guns - 


Among the. many winners in this sea- 
sons’ trapshooting tournaments, were sev- 
eral using L. C. Smith guns, which are 
manufactured by the Hunter Arms Co., 
Fulton, N. Y. Otto Newlin, of George- 
town, Ill, won the Grand American 
Handicap on Aug. 26, at Vandalia, 
Ohio. There were 892 entries and shoot- 
ers from all parts of the United States 
participated. Mr. Newlin used an L. C. 
Smith Single Barrel gun. Frank M. 
Troeh, of Portland, Ore., won the Grand 
American Doubles with an L. C. Smith. 
Mrs. James W. Phillips, of Bartlesville, 
Okla., won the Ladies Preliminary; Ladies 
Doubles and High Average on all targets 
with a Smith gun. W. Kurtz broke 595 
out of 600 and won the Governor’s Cup. 
Mr. Kurtz lives in Monroeville, N. J. 

It is interesting to note that in 1884, at 
the Chamberlin Cartridge Co.’s tourna- 
ment, held in Cleveland, Ohio, the Smith 
gun won first money in every class.’ 





Saunders Norvell Becomes President of 


The Remington 


Saunders Norvell has been elected Pres- 
ident of the Remington Arms Co., Inc., 
25 Broadway, New York City, and its 
subsidiaries, to succeed John B. Smiley, 
who resigned because of illness. Mr. 





Saunders Norvell 


Smiley has not been well for several 
weeks, and his condition finally caused 
him to resign and devote his time to the 
recovery of his health. 

The choice of Saunders Norvell as Mr. 
Smiley’s successor is a logical one, and 
one which will meet with the approval of 
his many friends in the hardware indus- 
try. Mr. Norvell is an outstanding figure 
in hardware circles. He grew up in an 
atmosphere of hardware. He has been a 
stock clerk, and a traveling salesman; 
later he became vice-president and sales 
manager of the Simmons Hardware Co., 
under its founder E. C. Simmons. He was 
instrumental in the organizing of the Nor- 
vell-Shapleigh Hardware Co., and was 
president of that company. 

Then having run the gamut from stock 
clerk to president, he decided to retire 
from active business, and for several 
years devoted his time to travel and rec- 
reation. 

But idleness palled on him, and just 
prior to the World War he became asso- 





Arms Co., Inc. 


ciated with the well known drug manu- 
facturers and wholesalers, McKesson & 
Robbins, Inc., as Chairman of the Board 
of Directors. Recently he sold his inter- 
est in that company. 

During all this time, however, Mr. 
Norvell kept in close contact with the 
hardware trade and never lost his interest 
in its activities. For several years, he 
has kept up this contact through his writ- 
ings in HARDWARE AGE. 

Now Norvell is back to his first love, 
since the great majority of the Reming- 
ton Arms Co.’s_ business is conducted 
through the hardware trade. His selec- 
tion will undoubtedly react to the benefit 
of the trade generally because of his wide 
and thorough acquaintanceship with its 
personnel and its problems. 

He is a firm believer in the policy of 
jobber distribution, and is recognized as 





John B. Smiley 


a friend of the traveling salesman and the 
retail merchant. 

Mr. Norvell’s duties will be broad and 
comprehensive, since the activities of the 
Remifigton Arms Co., Inc., cover four dis- 
tinct fields—arms, ammunition, cutlery 
and cash registers. The arms and cash 
registers are manufactured at Ilion, N.Y., 
while the ammunition and cutlery plants 
are located in Bridgeport, Conn. 





Harry Kovarsky Dies 


Harry Kovarsky, one of the owners of 
the Plaza Paint and Hardware Store, 172 
W. Ridgewood Avenue, Ridgewood, N. J., 
died on Sept. 2. The business will be con- 
tinued with David Foster in charge. 


Frank B. Schuyler Dies 


Frank B. Schuyler, president of the 
Johnson Washer Co. of Oakland, Cal., 
passed away recently in the Tacoma Gen- 
ral Hospital in Tacoma, Wash. Mr. Schuy- 
ler was in the northwest on a business 
trip and, shortly after reaching Tacoma, 





was stricken with his fatal illness. 


Mr. Schuyler resided at 3057 Hillegass 
Avenue, Berkeley, Cal. He was active in 
financial, civic and fraternal circles. 

No announcement has been made of any 
changes in the executive personnel of the 
Johnson Washer Co. 


Glen H. Morris Now with Walter 
Hagen Golf Products 


Glen H. Morris, formerly manager of 
sale and advertising of The Wilson- 
Western Sporting Goods Co., Chicago, 
Ill, has been elected vice-president and 
general manager of Walter Hagen Golf 
Products, Inc., Detroit, Mich. 
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Graham, Sales Manager; James 
Kelleher, Vice-President 


W. J. Graham has been appointed sales 
manager for Francis Keil & Sons, Inc., 
New York City, manufacturers of locks 
and hardware. For the past twenty-four 





W. J. Graham 


years Mr. Graham has traveled territory | 


east of the Mississippi River for this firm 
and has since 1913 devoted most of his 
time to concentrated efforts in the Metro- 
politan area. Though the duties as sales 
manager will occupy considerable time and 
energy, Mr, Graham will continue to give 
personal attention to many of his old ac- 
counts. Bill Graham has been a most ac- 
tive member of the New York Hardware 
Boosters, has served on many committees 
and has held office. He is well known in 
hardware circles, which he first entered 
in 1889, going in the retail end with his 
brother. 





James J. Kelleher 


With this announcement came the news 
that James J. Kelleher had been made vice- 
president and treasurer of Francis Keil & 
Sons, Inc. Mr. Kelleher for the past 13 
years has been associated with Kelleher 
& Co., New York City. 





Kansas City (Mo.) Dealers 
Warn of Bad Check Passer 
Several members of the Kansas City 


Hardware Dealers’ Club have reported 
that a bad check passer was operating in 














that city. His plan is to purchase a lawn 
mower and arrange to have it delivered 
to a certain address. He would then 
fumble in his pockets for money, but find 
that he did not have enough to pay for 
the mower. He would then offer to give 
the dealer his pay check—which was a 
forgery. Many times the check was for 
$27.50. The dealer would accept the check 
and give him the change, only to find at 
a later date that it was no good. In Kan- 
sas City the checks were signed by a Mr. 
Anderson and made payable to J. M. 
Schultz. Another scheme which has been 
played on several unsuspecting dealers, is 
for two or three men to come into a hard- 
ware store, when the dealer or clerk is 
there alone. They ask for some repair 
job, a bolt, screw or cotter pin for their 
ear, which stands out in front of the store. 
The description of what they wanted was 
always vague and the dealer would be en- 
ticed out of the store to the car to see 
just what was wanted. The other person 
cr persons would rob the cash register, 
cutlery show case or other things of value. 
Dealers are warned to beware of such 
schemes. 


William Booth, Master Cutler, 
Dies in Ellenville, New York 
William Booth, one of the country’s old- 


est master cutlers, died at his home in 
Ellenville, N. Y., after a few weeks’ ill 





William Booth 


ness, on Aug. 12, 1927, at the age of 85. 
Mr. Booth was born in Sheffield, Eng- 
land, Aug. 1, 1842. At the age of 14 he 
became apprenticed to a Sheffield cutler. 
After completing several years’ appren- 
ticeship he sailed for the United States 
and settled in Bronxville, N. Y. A more 
promising opportunity appeared in Nauga- 
tuck, Conn., which brought him to that 
place, later to Torrington, Conn. Hearing 
that a foundry site was available in Ellen- 
ville, N. Y., he and several others came to 
that village and in 1870 started a small 
factory. He became superintendent of the 
plant and later became connected with the 
Dwight, Divine & Sons, manufacturers of 
fine pocket cutlery. He was with this 
company as foreman, engineer and de- 
signer until 1923, when he became blind. 
He was acknowledged dean of the cutlers 
in that locality. 








Sheridan Elected Manager of 
Retail Merchant Group 


George V. Sheridan, executive director 
of the Ohio Council of Retail Merchants, 
Columbus, O., was elected secretary-man- 
ager of the Retailers’ National Council 
at a meeting of the directors held in 
Washington, D. C., Sept. 7. 

Announcement was made at the same 
time that the national offices will be moved 
at once from Indianapolis to Columbus, 
where they will be operated in connection 
with the offices of the Ohio Council. 

Sheridan succeeds Herbert P. Sheets, 
Indianapolis, secretary of the National 
Retail Hardware Association. 

The change will make Columbus the 
center of retail organization activities 
which extend to every city and almost 
every village in the United States. The 
national associations which comprise the 
council are: The National Retail Dry 
Goods Association, The National Retail 
Furniture Association, The National Re- 
tail Clothiers and Furnishers, The Na- 
tional Association of Retail Grocers, The 
National Retail Hardware Association, 
The National Association of Retail Drug- 
gists, The National Shoe Retailers Asso- 
ciation and The Garment Retailers of 
America. 


Robert J. Piersol Now 
a Consulting Engineer 


Robert J. Piersol, formerly research 
engineer for the Westinghouse Electric & 
Manufacturing Co., East Pittsburgh, Pa., 


| has changed to consulting engineering, spe- 


cializing on the installation and operation 
of chromium plating. ‘ His address will 
be 3617 Dawson Street, Pittsburgh, Pa. 
The recent commercialization of chromium 
plating is arousing widespread interest as 


| a non-tarnishing metal to replace nickel 





in plumbing fixtures. 





Retired Ohio Merchant Dies 


Albert Walter Whittington, retired 
hardware merchant died Sept. 6, at the 
home, of his daughter in Columbus, Ohio. 

Mr. Whittington was a retired hard- 
ware merchant, having been in business 
37 years at Jamestown, O. before coming 
to Columbus nine years ago. He was a 
member of the Indianola M. E. Church 
oi Columbus, and the Odd Fellows and 
Knights of Pythias, at Jamestown. He 
leaves two sons, B. Forest Whittington, 
Van Wert, and William T. Whittington 
Xenia. A daughter, Mrs. George Handel, 
Newark, also survives. Mr. Whitting- 
ton was 78 years of age. 


George A. Cubbage Dies 
George A. Cubbage, of Leitchfield, Ky., 





president of the Kentucky Hardware 
Association, in 1910, died recently. He 
was born in Owen County, Ky., Oct. 


5, 1853. At the 26th Annual meeting of 
the Kentucky Hardware & Implement As- 
sociation, Mr. Cubbage was made a life 
member of the association. 
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Norris Bradford Gregg Dies 
Active Paint Manufacturer 


Norris Bradford Gregg, vice-president 
and a director of the National Lead Co., 
111 Broadway, N. Y. C., died suddenly 
on Sept. 6, in the Polyclinic Hospital, in 
that city. Mr. Gregg had been at his 
desk each day until about two weeks 
before his death, when he was taken to the 
hospital for an operation to relieve an 
intestinal disorder. 

Mr. Gregg learned about paint in St. 
Louis, Mo., starting under his father. 
Several years later he founded the Mound 
City Paint and Color Co., St. Louis, Mo. 
In 1916 he sold out and became vice-presi- 
dent of the National Lead Co. Mr. Gregg 
is credited with a major share in the de- 
velopment and manufacture of titanium 





Norris Bradford Gregg 


oxide and brown barytes. He invented 
the lead oxide furnace, which is regarded 
as one of the greatest aids to the paint 
and lead industry. He served as chair- 
man.of the educational bureau of the Paint 
and Varnish Manufacturers’ Association 
since its organization twenty years ago. 

Mr. Gregg was 70 years of age. He is 
survived by a son, Norris B. Gregg, Jr., 
and a sister, Mrs. Charles M. Hays. The 
funeral was held in St. Louis, Mo., where 
he was born. 





“Morning Glory” Shower Sales 
Now Controlled by A. K. Trout 


A. K. Trout has been appointed exclu- 
sive sales representative for the Hugh 
Pitcher Co., Inc., Boonton, N. J., man- 
ufacturer of the “Morning Glory’ Cur- 
tainless Shower Bath. Mr. Trout is well 
known to the hardware trade. He has 
the New York City sales office and display 
room, at 17 East 45th St., Room 407, 
Be: ei 

The Hugh Pitcher Co., Inc., has been 
incorporated and has enlarged its facilities 
to meet the demands of the trade. The 
factory is under the direction of Hugh 
Pitcher and Sayre Ferguson. Both men 
have had long experience in manufacturing 
bathroom specialties. 

The “Morning Glory” shower is de- 
signed for use without a curtain in the 
ordinary bathtub. It is made of non-rust- 
less metals and can be attached to any 








standard bathroom fixture, without the aid 
of tools, in a very short time. 
Mr. Trout will have complete charge 





A. K. Trout 


of the sales and merchandising of this 
product. Mr. Trout operates as A. K. 
Trout Co., Inc. 


The Carborundum Co. Issues 
New Catalog and Price List 


The Carborundum Co., Niagara Falls, 
N. Y., has issued Catalog No. 98, dated 
July, 1927. This catalog is titled “Abra- 
sive Products” and gives illustrated de- 
scriptions of the complete line of abra; 
sive products which are manufactured by 
the Carborundum Co. A price list, dated 
Aug. 15, supplements this catalog, giving 
list prices for the many products. 


Sales Information Bulletin Issued 
by E. I. DuPont Co. 


The Dyestuffs Dept. of E. I. du Pont 
de Nemours & Co., Inc., Wilmington, 
Del., has issued Sales Information Bulle- 
tin No. 36, dated Aug. 25. This bulle- 
tin is devoted to Semesan, a seed disin- 
fectant. 

The bulletin is divided into three sec- 
tions. The first section is devoted to 
catalog copy suggestions. These sample 
advertisements have been prepared to be 
used in catalogs. Electrotypes will be 
furnished upon request. Section two, 
gives directions for applying Semesan and 
also indorsements to be used by the deal- 
ers and jobbers. The third section pre- 
sents extra illustrations which can be in- 
corporated in any advertisement or cata- 
log page. 


Wilbur B. Adams Dies 


Winburn Bowdoin Adams, who for many 
years was engaged in the retail hardware 
business in Arlington, Mass., until failing 
health compelled him to retire, died at his 
kome in Limerick, Me., Aug. 18. Mr. 
Adams was born in Limerick fifty years 
ago, and was a graduate of Bowdoin Col- 
lege. He is survived by his wife, Lucinda 
D. Adams, and his mother, Alfretta 
Adams. 





Hardware Well Represented on 
American Management Board 


The hardware and related fields are 
prominently represented in a group of 
forty-one leading business executives who 
have organized an Advisory Board of the 
American Management Association, New 
York City, feeling that improved manage- 
ment methods are essential in maintaining 


| present prosperity and that knowledge of 


such methods should be spread more quick- 
ly throughout business. 

M. E. Leeds, president, Leeds & North- 
rup Co.; Seth Marshall, president, 
Marshall-Wells Co.; F. A. Scott, presi- 
dent, The Warner & Swasey Co.; A. T. 


Simonds, president, Simonds Saw & Steel 
| Co.; H. C. Stockham, president, Stockham 


Pipe Fittings Co.; Edgar S. Bloom, presi- 
dent, Western Electric Company; C. F. 
Dietz, president, Bridgeport Brass Co.; A. 
J. Roos, first vice-president, and treasurer, 
Diebold Safe & Lock Co.; J. G. Harbord, 
president, Radio Corporation of America; 
E. M. Herr, president, Westinghouse 
Electric Mfg. Co., and B. L. Worden, 
president, Cutler-Hammer Mfg. Co., are 
on the board. and are well known to the 
hardware trade. A wide range of indus- 
tries and some of the largest corporations 
in the country are represented. 

Both production and distribution will be 
included in the scope of the board, which 
will serve in guiding the policies of the 
association and in focussing its increased 
research facilities on pressing industrial 
problems. 


The Deming Co. Issues Parts List 
No. 2754 


The Deming Co., Salem, Ohio, manu- 
facturer of hand and power pumps, an- 
nounces a new parts list No. 2754. This 
list follows exactly the layout scheme of 
the Deming General Catalog No. 27. List 
No. 2754 has been published for the con- 
venience of dealers and jobbers and con- 
tains in index form a symbol list apply- 
ing to every casting in the Deming line, 
for which a symbol is used. This will be 
of value in determining the part which 
is needed in case its name and figure num- 
ber is not known. 


John Baldwin Kennedy Dies 


John Baldwin Kennedy, president of the 
English & Mersick Co., New Haven, Conn., 
manufacturer of hardware, died at his 
home in that city on Sept. 9, 1927. 

Mr. Kennedy was born in 1864 at White 
Plains. He started as an office boy for En- 
glish & Mersick Co. and fifteen years 
later was made a member of the firm. In 
1898 when Edwin IF. Mersick died, he be- 
came president. 

Mr. Kennedy was a former major in 
the 2nd Company of the Governor’s Foot 
Guar dand vice-president of the New 
Haven Chamber of Commerce, president 
and one of the founders of the Broadway 
Bank and Trust Co., a member of the New 
Haven Civil Service Board, a member of 
the Board of Police Commissioners and 
president of the New Haven Business 
Men’s Club. 





| 
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(Washington Bureau of HARDWARE AGE) 
WASHINGTON, Sept. 13.—Automobile 
manufacturers and associations have 
thrown their hats in the ring again for 
tax reduction. Turned down several times, 
they have once more instituted a vigorous 
campaign and will horn loudly and step 
on it heavily to make Congress grant their 
plea that the 3 per cent excise tax on new 
cars be stricken from the statutes. Appeal 
will be made first through the House Com- 
mittee on Ways and Means which will sit 
at hearings prior to the opening ‘of Con- 
gress. The elimination of the tax.should 
mean something to the hardware whole- 
saler and retailer. Granting that increased 
sales of automobiles will result it natur- 
ally follows that there would be added re- 
quirements for tires, parts and accessories. 
The tax on these items has been eliminated. 
The automobile makers and associations 
in calling for repeal of the 3 per cent tax 
refer to it as the only remaining war tax 
on transportation and the statement cannot 
be successfully challenged. Yet the Pull- 
man surcharge is, so far as the traveler is 
concerned, a tax. Literally it is not a tax, 
since it is not a charge or assessment for 
the benefit of government, municipal, state 
or federal. The Pullman surcharge, how- 
ever, originated as a tax, being carried in 
the War Revenue measure of 1917. Later 
it was repealed as such and was shifted as 
a surcharge to help the revenues of the 
railroads, being administered by the In- 
terstate Commerce Commission. Bills to 
do away with the Pullman surcharge there- 
fore call upon the commission to prohibit 
collection of the extra cost for a Pullman 
berth or chair. The automobile tax and 
Pullman surcharge are, however, related 
in that they take the elusive coin from the 
pocketbook of the ultimate consumer and 
the efforts to repeal the automobile excise 
tax likely will be matched by equally active 
efforts for doing away with the Pullman 
surcharge. 
x* * * 


That American manufacturers of ath- 
letic and sporting goods and firearms do 
a considerable export business is made ap- 
parent from figures for June showing 
countries of destinations which have just 
been issued by the Department of Com- 
mence. Showing that the spirit of Isaac 
Walton still hovers over the universe in 
unabated zeal, the statement discloses that 
American fishing rods, reels, hooks, bait 
and tackle to the value of $26,787, were 
sent to 30 countries in all parts of the 
globe. As might be expected, Canada was 
the chief buyer of these lines, taking more 


Washington News Letter 


Auto Manufacturers to Seek Reduction of Excise Taxes—Sporting Goods 





Exports—Postal. Receipts Reflect Prosperity—Other Notes. 


By L. W. Moffett 


be exact. But the-than in the street would 
never guess the second Jargest buyer. It 
was Australia, which bought these pisca- 
torial trappings to the value of ‘$5,205. The 
smallest buyét tvas British Malaya, which 
invested to. thé value of $12. . American 
golf, tennis, foot, basket and baseballs to 
the value of $19,214*were exported in 
June. Cuba was the largest buyer, taking 
shipments to the value of $4,376. The 
Philippine Islands was a close second 
with $4,279. The biggest item of export 
consisted of metallic cartridges shipped 
to the amount of 296,398-lb., valued at 
$152,545. Interestingly enough the larg- 
est buyer was Brazil from a point of value, 
taking 55,381-lb., valued at $27,153. The 
second largest purchaser from point of 
value was Australia, taking the greatest 
amount by - weight, 58,469-Ib., valued at 
$24,357. Revolvers and pistols to the num- 
ber’ of 3951, valued at $65,883, were ex- 
ported during the month, Brazil being the 
chief buyer, taking 1658, valued at $30,498. 
Rifles to the number of 4535, valued at 
$48,276, were exported. Australia was the 
biggest buyer of this line, taking 2281, 
valued at $16,520. Shotguns to the num- 
ber of 4545, valued at $34,000 were sent 
abroad during June. Australia also was 
the biggest buyer of this line, taking 1161, 
valued at $6,965. 


* * * 


Postal receipts for 50 selected cities in 
August ‘showed an increase of 6.60 per 
cent over the corresponding month of last 
year, according to the Postoffice Depart- 
ment. Jersey City showed tHe largest per- 
centage of increase. Postal receipts are 
generally accepted as an index to the busi- 
ness situation. The figures, therefore, are 
encouraging. They support an analysis of 
the business situation recently given out 
informally by Secretary of Commerce 
Hoover. He pointed out that the situation 
generally does not differ materially from 
that of 1926. Construction awards showed 
an actual increase of 2 to 3 per cent 
during the first seven months of 1927 over 
the corresponding period of last year, 
while exports showed a gain of 5 per cent 
in quantity. Freight loadings showed a 
decline of only 0.25 per cent. There were 
variations in industries. The textile in- 
dustry did not make quite so good a show- 
ing. Cheap capital, available in abun- 
dance, has stimulated such lines as rail- 
road and electrical construction. Factory 
employment declined about 2 per cent but 
was offset largely if not entirely by in- 
creased employment at service stations, 
though automobile production itself tapered 





than 50 per cent of the total—$14,132, to 





proving good. The usual forecasts of 
failures in crops, such a peaches and ap- 
ples, have been made ridiculous by what 
Mother Nature has done with generous 
hand and is doing. But the fact remains 
the farmer is not getting a good net re- 
turn, and it continues unfortunately true 
that this important source of purchasing 
power of the country is not what it 


should be. 
* oe 


The Merchandise Marks Advisory Com- 
mittee has recommended to the Board of 
Trade of the United Kingdom that im- 
ported wire-hettihg, woven wire, and mill 
bobbins should: bear an indication of the 
country of origin,.according’ to cabled ad- 
vices to the Department:of Commerce from 
Commercial Attaché Hugh D. Butler, Lon- 
don. The approval-of the Board of Trade 
is required before executive action on the 
recommendation can be taken. 

Se We 


The much-harassed taxpaper must be 
sleeping better these nights and playing 
a better game of golf during the days. 
At least some of them. The Bureau of 
Internal Revenue has made a rather grace- 
ful bow to contributors to Uncle Sam’s 
money box by sending out 3,500,000 letters 
to income taxpayers giving them the cheer- 
ful news that their statements have been 
given the O. K.—at least so far as they 
have been checked. This no doubt lifts a 
big burden from the minds of those who 
saw the bogey man.in the form an Inter- 
nal Revenue agent bearing down upon 
them with papers that would send them 
to durance vile for umpty-ump years for 
slipping on their returns. 


* * * 


The Department of Agriculture again 
has come to the rescue of the farmer. 
With the passing of the blacksmith shop 
from every crossroad, hamlet, and village, 
the Department .realizes that the farmer 
is experiencing considerable difficulty in 
getting old Dobbin shod. The Department 
says the solution of the problem in a large 
measure devolves upon the farmer in 
learning to care for the feet of his work 
stock, and has gone to the extent of pub- 
lishing an illustrated bulletin on the sub- 
ject which is offered to the farmer upon 
request. The bulletin says that ready-to- 
wear shoes of various sizes for horses and 
mules can now be obtained and greatly 
simplify the shoeing problem for farmers. 
The hardware store now may expect an 
increased demand for hand-nve-down shoes 
for Dobbin and his relatives. 





off tarvests, especially in fruits, gre 
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General Market News 











Fall Lines Commencing to Move— 
Hardware Prices Firm and 


Collections Fair 


New YorK, Sept. 13.—The hardware trade throughout the coun- 
try seems to be experiencing a decided activity in the movement of 
fall lines of merchandise. With the approach of the hunting season, 
guns, ammunition, and sporting goods, including cutlery, are in 
demand. Autumn athletics are also having their effect upon the 
sporting goods trade. Radio sets and accessories, which have held 
up well during the summer months are commencing to gain. 
Reports on collections are fair, but not as glowing as might be 


hoped for. 





Week’s Price Average 142.1 P. C. 
Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced Sept. 5 that the previous last 
week’s prices, based on Dun’s quotations, 
averaged 142.1 per cent of the pre-war 
level. The purchasing power of the dollar 
was 70.3 pre-war cents. The August 
averages were 141.1 and 70.9 respectively, 
says the Journal of Commerce. 

Crump’s index for the week was 136.6 
and for August 135.9. 

The Italian index for the’ week ended 
August 27 was 485.5. 





Farm Outlook is Encouraging 
Says Guaranty Trust Report 


The strongest basis for the general con- 
fidence that has been so clearly demon- 
strated with regard to the business out- 
look for the next few months is the agri- 
cultural situation, which is usually the out- 
standing influence bearing on near-term 
prospects at this time of year, says a 
recent report of the Guaranty Trust Co., 
New York City. After an inauspicious 
start, most of the leading crops have im- 
proved greatly during the summer; and, 
with prices of the principal farm com- 
modities at comparatively favorable levels, 
there is reason to hope that agricultural 
income will be the largest in several years. 
A recent survey indicates that returns to 
farmers from the sale of crops and live- 
stock will be larger this year than in 1926 
by at least a billion dollars. 

Although there is time for both crop 
yields and farm prices to vary widely 
from present estimates before the actual 
harvesting and sale of the bulk of the 
agricultural output, losses from crop short- 
ages will tend to be offset by higher prices ; 
so that it may be considered fairly cer- 
tain that the season will be one of dis- 
tinct progress for the majority of farm- 
ers. Particularly in the Northwest, where 
agricultural depression has been exception- 





ally acute and persistent, conditions appear 
to be more encouraging than at any other 
time since the post-war deflation. In addi- 
tion to relieving distress among farmers, 
this improvement will directly benefit banks 
and railroads in the Northwest, together 
with mail-order houses and manufacturers 
of agricultural machinery and fertilizers; 
while its effects will be felt indirectly by 
trade in general throughout the country. 





Freight Loading Set Record 
for Week Ended, Aug. 27 


While the loading of revenue freight for 
the week ended August 27 was the highest 
loading for any one week so far this year, 
totaling 1,109,225 cars, it was a decrease of 
19,338 cars, as compared with the corre- 
sponding week last year, the American 
Railway Association announced Sept. 6. 

The total for the week of August 27, 
however, was an increase of 42,589 cars 
above the preceding week last year, in- 
creases being reported in the total loading 
of all commodities. 

Miscellaneous freight loading for the 
week of August 27 totaled 416,857 cars. 

Loading of merchandise and less-than- 
carload-lot freight totaled 262,667 cars, a 
decrease of 1,283 cars under the same 
week last year. 


Freight Rates Advance 14 P. C. 
Per Ton-Mile Since 1890 


Freight rates per ton-mile in the United 
States are reported by Railway Age to 
have advanced only 14 per cent in the 
thirty-seven years since 1890; In con- 
trast, general commodity prices are cred- 
ited with an advance of 79 per cent and of 
farm products, at wholesale, 96 per cent. 
Though the freight business handled has 
increased 500 per cent, there are only 125 
per cent more locomotives and 165 per 
cent more freight cars than thirty-seven 
years ago. 





Tire Companies’ 1926 Sales 
Reached Billion Dollar Mark 


Sales volume of the tire and rubber 
companies of the country ran far over 
the billion dollar mark for 1926, judging 
from figures of seven leading companies 
just compiled by Otis & Co. The volumes 
for the seven companies ran over $840,- 
000,000. 

Goodyear Tire & Rubber Co. heads the 
list. Its sales volume last year, accord- 
ing to Otis & Co.’s figures, totaled $230,- 
161,357. Next in line is the United States 
Rubber Co. with a total of $215,528,309. 
B. F. Goodrich Co. came third with $148,- 
391,478 followed by Firestone Tire & 
Rubber Co. with $144,397,000. 

The Fisk Tire & Rubber Co. is credited 
with $68,051,739, General Tire & Rub- 
ber Co. with $19,200,000 and Seiberling 
Tire & Rubber Co. with $14,920,294. The 
Miller Tire & Rubber Co. and the Kelly 
Springfield Co. are not included in the 
report. 

Firestone figures circulated in the mar- 
kets yesterday credited the company with 
earning $30 a share for the fiscal year. 
The company yesterday announced that 
its plans for a $7,000,000 plant in Los 
Angeles have been completed and that it 
will start construction Oct. 1 and be 
ready for production April 1. These 
facts may have helped in the sudden rise 
of the company’s stock on the markets 
during the past few days and the decline 
yesterday when the news came out. 

The India Tire & Rubber Co. yesterday 
reported that its dollar value of sales in- 
creased 41 per cent. and unit sales in- 
creases of 101 per cent. in tires and 117 
per cent. in tubes for first seven months 
of 1927 over same period last year. Net 
profits for first seven months were re- 
ported at $215,056.38. 


Bank Debits Advance 2.2 P. C. 
Last Week in August 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended August 
31, aggregated $12,087,906,000, or 2.2 per 
cent. above the total of $11,828,829,000 re- 
ported for the preceding week. 

Total debits under review are $1,024,- 
474,000, or 9.3 per cent. above those for 
the week ended September 1, 1926. New 
York city reported an increase of $993,- 
000,000, San Francisco $32,000,000 and 
Boston, New Orleans and Los Angeles 
$14,000,000 each. Philadelphia reports a 
decline of $12,000,000 and Buffalo a 
decline of $11,000,000. 

Aggregate debits for 141 centers, for 
which figures have been published weekly 
since January, 1919, amounted to $11,451,- 
058,000, as compared with $11,187,638,000 
for the preceding week and $10,424,699,000 
for the week ended September 1, 1926. 
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Fall Buying Steadily Increasing 


—Chicago Prices Are Firmer 


(Chicago Office of HARDWARE AGE) 


CHICAGO, Sept. 13.—While there is no indication of a spurt in 
business there is a gradual and steady improvement noticeable as 


fall approaches. 


Fall buying is already well under way and the 


outlook for the next few months is good. 
Prices continue to take on a firmer tone with slight advances on 
manila rope and sash cord being reported this week. Other small 


price raises on staple items may 


be looked for. 


The steel industry in the Chicago area is in a slightly improved 
condition although actual operating capacity is unchanged. There 
is some increase in the number of both inquiries and orders for 


structural steel and steel prices 


generally are being well main- 


tained except for some shading on shapes. 
Employment figures in the Chicago district show a small de- 


crease but this is not unusual at this time of year. 


The decline 


this year comes mostly in the metal industry. 
Money is easy and collections are slightly improved. 


AUTOMOBILE ACCESSORIES.—Fall 
and winter accessories are beginning 
to be in good demand. 


We quote from jobbers’ 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 

each. 

Spot Light.—Appleton, No. 32890, 
$6.50 each. 

Chains.—Non-skid, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 


stocks, 


dozen pair lots, 


Pumps. — Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.75 each; regular 


cord, $6.60 each; gray inner tubes, 
30 x 3%, $1.24 each; red inner tubes, 
30 x 3%, $1.45 each. 


AXES.—Sales on the warranted grades 
hold up, while each season brings less 
demand for the cheaper axes. There 
have been no price changes for several 


seasons. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: single bit base 
weight axes, unhandled, at $14 per 
doz.; handled at $19.25 per doz.; 
double bit base weight axes, un- 


handled, at $19 per doz.; handled at 
$24.50 per doz. 
AND PRESERVING 





BEVERAGE 
SUPPLIES.—The demand for bottle | 


caps and cappers is especially heavy, | 


running considerably above last season. 


We uote from jobbers’ stocks, 
f.o.b. Chicago: | 

Bottles and Caps. uarts, $8 per 
gross; caps, 18c. to 22c. per gross; 
stoppers, $2.25 per doz.; cappers, 
$8.50 to $9.50 per doz 

Strainer Sets. —Strainer stand, $4 
per doz.; strainer a 2 per doz.; | 
filter bag, $8 per 

Scales.— Jt ‘No. 1021, $1.25: 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, 3.50. 

Jar Rubbers.—Good Luck, double 
lip, red, 80c. per ‘Oss. 

Fruit Presses.—Enterprise, No. 6, 
$6.25 each; Juicy Fruit, 3 qt., $3.50 
each; 6 qt., $4.30 each; 12 at., $6 each. 

Canning acks.—No. 1, single jar, 
70c. per doz.; No. 2, 8 jar, $ * ol per | 
doz.; jar wrenches, 75c. per 


BOLTS AND. NUTS.—The fol is | 





fair and prices are being well main- 
tained. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS’ 
volume of orders is being placed and 
jobbers’ prices are very strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.92 
per doz. pair, case lots—less quan- 
tities, 12c. per doz. pair higher; 4 x 
4 steel butts, old copper and dull 
brass finish, $2.64 per doz. pair, case 
lots—less quantities, 12c. per doz. 
pair higher; heavy steel bevel inside 
sets, $5.75 per doz. sets, case lots: 
steel bit-keyed front door sets, $1.45 
per set; wrought brass ,bit-keyed 
front door sets, $2.49 per set; cylin- 
der front door sets, $6 per set. 


CAMP STOVES AND CAMP FUR- 
NITURE.—A fair volume of replace- 
ment business is still being received 


although general sales are slowing 
down. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Coleman No. 2 Camp 
graves, $8.50 each; Coleman, No. 1 
Camp stoves, $6.25 each; American 


Kamp Kook No. 3 stoves, $4.20 each; 
American Kamp Kook No. 7 stoves, 
$6 each; Gold Medal cots, $32.50 doz.; 
Gold Medal badger cots, $26.25 doz. 


| CHAIN.—Sales on halter and tie-out | 
| chains are very good. Prices are ro 


changed. 
We 
f.o.b. 


quote from jobbers’ stocks, 
Chicago: %-in. proof cow 
chains, $8.50 per 100-lb. Tenso Bull 
Dog and Brown coil chains, 50-10 
per cent discount, No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— | 
Prices are strong but unchanged. Sales | 
are seasonal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 


burrs, 40-5 per cent discount. ~* | 


' 


ELECTRICAL MERCHANDISE.—No 
price changes, Demand is very good. 
Electric heaters are beginning to move. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Electrical Merchandise. No. 14 
rubber covered wire, $6.25 per 1000 
ft.; in 100 ft. lots, $5.75; No. 18 lamp 
cords; $12.50 per “1000 ft.; in 1000 ft. 
lots, 12; %%-in., brush brass key 
sockets, 15% c. each; two-way plugs, 
45c. each, in lots of 10, 40c. each; 
two-piece attachment plugs, Tlgc. 
each; dry cells, boxes of 50, 32%%c. 
each; less than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; lots of six, $3.89; Sun- 
lots of six, $4.72. Table 
stove; Armstrong, $8. Percolator, 
Universal 9169, $16.65. 

Radio Supplies. —Radio B batteries, 
No. 766, $1.40 each; No. 776, pack- 
ages of 10, $1.30; No. 767, $2. 62 each; 
No. 767, packages of 5, $2.44 each; 
No. 770, . 40 each; No. 770, pack- 
| ages of 5, $3.17; No. 772, $2. 62 each; 
packages: " of 5, $2.44; No. 486, $3. 58 

each; No. 486, packages of 5, $3.33. 

Battery Chargers. —Apco line, lots 
of less than 10, $13.50 each. 


beam, $5; 





FILES.—Prices firm and sales are 
pags 2 
uote from jobbers’ stocks, 
fob  Cineames American files, 60-10 


per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
50 per cent off list. 


GALVANIZED WARE.—Although 
wholesaler distributors find factory 
prices firm, leader prices are offered 








HARDWARE.—A good | 





retailers by jobbers. 


We quote from jobbers’ 


stocks, 
f.o.b. Chicago: 


Standard galvanized 
after-made tubs, No. 1, $6; No. 2, 
$6.85; No. 3, $8; 10 qt., galvanized 
after-made pails, $2.12; iz at., $2.33; 
14 qt., $2.60. One gal, ‘all galvanized. 
oil cans, $2.75 doz.; 2 gal., $4 doz.: 3 
gal., $6 doz.: 5 gal., 7 doz.; 1 bu. 
galvanized baskets, $6.20° doz.: No. 
$° 8, bu. bailed galvanized measures, 


GLASS AND PUTTY.—Both glass 
and putty are selling well. Prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, all 
brackets, 89 per cent discount; single 
strength B, all brackets, 90 per cent 
discount; double strength A, all 
brackets, 89 per cent discount; double 
strength B, all brackets, 90 plus 5 
per cent dise ount; putty, pure grade, 
$4.25 per 100 Ib.; commercial, $3.50 
per 100 Ib. 


GOLF GOODS.—Sales continue to hold 


up well. 

| We quote from jobbers’ stocks, 
f.o.b. Chicago: High-grade wood 
clubs, $2.50 each; irons, $2.10 each; 


medium grade, $1. 35 each; Crawford- 
McGregor steel shaft wood clubs, 
$4.50 each; Crawford-McGregor steel 
shaft iron clubs, $3.50 each; Grand 
Slam wood clubs, $4.75 each; Grand 
Slam iron clubs, $3.35 each; U. S. 
Royal Golf Balls, $6.50 doz.; St. 
Mungo Colonel Golf Balls, $6. 50 doz. 


| HANDLED HAMMERS AND HATCH- 
ETS.—Prices have shown no recent 
change. Sales are a bit slow on fancy 


| tools, but active on the service grades. 


We quote from jobbers’ 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, doz. ; ydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
etitive grade, 16 oz., nail -hammers, 
6 to $8 doz. 


stocks, 

















HATCHETS— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; First 
quality hatchets, No. 2 Broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, TOOL.—There is a better 
than normal demand for medium 
grades, with prices on all grades very 
firm. - 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—The demand 
good, and prices are strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 88c.; 5-in., 16 
6-in., $1.28; 8-in., $2.05; 10-in., $3.45 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.21; 5-in., $1.49; 
6-in., $1.53; 8-in., $2.49; 10-in., $3.71 
per doz, 
HUNTING CLOTHING.—A good fall 
demand is started and prices are firm. 
ICE CREAM FREEZERS.—The de- 
mand is still active and prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 
qt., $4.80 list; 2 qt.. $5.60 list; 3 qt., 
$6.75 list; 4 qt., $8.25 list; 6 at., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
337-8 list; 12 qgt., $21.50 list; 15 qt, 
25.60 list; 20 qt., $33.20 list; 25 qt., 
$42.60 list; Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6.80 
list; 6 qt., $8.60 list; 8 qt., $11.10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.05 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
list; 6 Yi $6.30 list; 8 qt., $8.20 list; 


continues 


10.75 list; 12 qt., $14 list; 15 
qt., ist; 20 qt., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
per doz.; 2 qt., enamel, $10 per doz.; 


qt., enamel, $18 per doz Above 
prices are net. 
NAILS.—Good demand is_ reported 


with increased orders for fall in sight. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and ce- 
ment coated nails, current orders, 
$2.95 per keg base. 


PAINTS AND OILS.—Prices are un- 
changed, and there is a very satisfac- 
tory demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 92c. 
per gal.; 5-barrel lots, 89c. per gal. 





Linseed Oil.—Boiled, barrel lots, 
9 per gal.; 5-barrel lots, 92c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
56%4c. per gal.; steel drums, extra $6. 
returnable. 

Turpentine—Drum lots, 72c. per 
gal., net. 

White Lead.—100-lb. lots, $13.75; 
50-lb. lots, $7; 25-lb. lots, $3.50; 12%4- 
Ib. lots, $1.80. 

Shellac.—(4%4-lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
nt Paste.—Barrel lots, 7c. per 


PREPARED ROOFING.—Prices show 
no recent change. Demand is about 
normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.50 per 
square; best grade tale surfaced, $2.65 
per square; medium talc, surfaced, 
$2 per square; light tale surfaced, 
$1.20 per square; red rosin sheathing, 
$57 per ton. 


PYREX WARE.—Sales are very good 
and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.: No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.:; No. 
232, $14 doz. 

Iced Tea Sets.—$4 per set. 


ROPE.—Sales are rather quiet. Manila 
prices are up %c. per lb. for the fall 
period. Sisal prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila, standarc 
brand, 23%c. to 26c. per lb.; No. 2 
Manila, 22%c. per lb.; No. 1 sisal, 
14%c. to 16c. per Ilb.; No. 2 sisal, 
13%c. to 15c. per Ib. 


SASH CORD.—Sales are very good. 
Another advance of 2c. per lb. brings 
the total upward movement to 4c. in 
the last thirty days. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Yo. 7 standard 
brands, $8.50 per doz. hanks; No. 8, 
$9.70 per doz. hanks. 


SASH PULLEYS.—Sales are very 
good and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
55¢e. per doz.; barrels, 50c. per doz.; 
Common-sense, 2-in., 55¢. doz.; bar- 
rels, 50c. doz.; No. 110, 50c. doz.; 
barrels, 45c. doz. 
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SCREWS.—Prices are unchanged, but 
considered too low. There is a good 
steady demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 75-20-35 per cent; round head, 
blue, 72%4-20-35 per cent; flat head, 
brass, 7244-20-35 per cent; round head 
brass, 70-20-35 per cent. 

SOLDER AND BABBITT.—Sales are 
seasonably active. Prices are about 
the same. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $41.00 per 100 lb.; medium 
45-55 solder, $40.00 per 100 Ib.; tin- 
ners, 40-60 solder, $39.00 per 100 Ib.; 
high speed babbitt metal, $20.00 per 
100 1b.; standard No. 4 babbitt metal, 
$13.00 per 100 Ib. 


STEEL SHEETS.—The demand is 
very good with prices firm. 


We quote from _ jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 Ib. 


STOVE PIPE AND ELBOWS—COAL 
HODS.—Early fall orders are very 
heavy. Some stocks of heavy gage 


pipe are badly depleted. Prices the 


same as last year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage, 6-in. Blued 
Stove Pipe, 13c. per ft.; 28-gage, 6-in. 
Corrugated Elbows, $1.45 per doz.; 
17-in. Galvanized Coal Hods, $4.85 
per doz.; 17-in. Competition Coal 
Hods, $4.35 per doz. 


WIRE PRODUCTS.—Fall orders are 
being placed and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $2.95 per 100 lb.; No. 8 galvan- 
ized plain wire, $3.40 per 100 Ib.: 
catch weight spool galvanized cattle 
or hog wire, $3.65 per cwt.; 80 rod 
spool of a oe hog wire, $3.18 
per spool. olished fence staples, 
$3.40 per 100 Ib. a 


WRENCHES.—Sales are satisfactory 
and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent’ discount. Coes 
wrenches, 40-10 per cent discount: 
engineers’ wrenches, 50-10 per cent 
discount off new list; Stillson 
wrenches, 70 per cent discount: 
Trimo, 65-70 per cent discount. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75: 
No. 101 Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $8.80; No. 
608 Crankease Drain Plug Socket, 
$3.20; No. 90 Square Socket, Set, 
$3.70; No. 1817 Giant “Snap-on” with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 








Ventilator Keeps Bugs Out 
Admits Air But Stops Drafts 


A window ventilator which provides 
good ventilation without drafts, has been 
placed on the market recently by the All- 
weather Ventilator Co., Inc., 2508 Grand 
Central Terminal Bldg., New York City. 
The “Wurldsbest” Ventilator is strongly 
constructed of 20-22 gage sheet steel with 
a green baked enamel finish. There is an 
18 mesh screen of copper wire on the in- 
side which prevents flies, insects and bugs 
from entering. The manufacturer claims 
this screen keeps out approximately 80 
per cent of street dust; dirt, rain and 
srow. 

The adjustable telescopic end pieces 
provide adjustment in length and the 
standard height is 9%4 in. The Worlds- 
best Ventilator is attached outside of the 
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sash, allowing the window to be com- 
pletely closed without removing. 

Six sizes are manufactured, fitting win- 
dows from 15 to 63 in. in width. 





Remington Arms Offers New Air 
Rifle Shot to Boys 


The Remington Arms Co., Inc., 25 
3roadway, New York City, has recently 
brought out a new package of air rifle shot. 





The product is known as Red Top Air 
Rifle Shot. There are 234 ounces of 
polished lead shot, in an attractive two- 
colored tube container. It is priced very 
low, so that all boys will be able to buy it. 
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Fall Lines Commence to Move in 


Pittsburgh Market—Few Price Changes 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Sept. 12.—Although the tail-end of the summer is 
bringing temperatures suggestive of early July, the hardware trade 
here is finding a steadily growing interest in fall and winter lines 
and on the whole is fairly well satisfied with the volume of busi- 


ness. 


August sales records vary considerably, but in a general way 


were very close to those for the previous month and as good as in 


August last year. 


The approach of the hunting season is stimu- 


lating the demand for guns, loaded shells, game traps and hunting 
clothing. This is the active season for preserving and there is not 
only a good demand for the various articles needed for this effort, 
but there is no letdown in the home manufacture of beverages, 
which means a constant demand for bottles, caps, cappers and kegs. 
Radio fans are fixing up their sets to tune in on the Tunney-Dempsey 
fight and batteries are wanted. These several lines stand out in 
current business and to the list may be added heating accessories. 

The week has been unproductive of important price changes. 
Sash cord, reflecting the continued strength of the cotton market 
tends to move up. The upward tendency in leather prices is un- 
checked and leather strips continue to show a like price trend. 
Hardware jobbers still give rather unenthusiastic accounts of 


collections. 





ALCOHOL.—The market still is unset- | 


tled and in the face of an advance of 
2c. per gallon announced by producers, 
sales are being made to retailers at 
prices that are practically the same as 
what jobbers paid at the opening of 
the market. The price range to retail- 
ers still is from 49c. to 57c. per gallon. 


BATTERIES.—The demand for dry 
cell batteries for radio sets is helped 
very materially by the extra demands 
occasioned by preparations by the fans 


for the heavyweight championship 
fight. Flashlight batteries also are go- 
ing well. Jobbers quote: 
Broken Unit 
Packages Packages 
a. See $1.05 $0.97 
Pe GD cdecdse escds 3.85 3.33 
Se errr 1.22 1.14 
SS arr e 1.22 1.14 
ee ee eaerere 1.40 1.30 
SS ae 2.62 2.44 
Oh See Gicivivsieos 2.62 2.44 
a. Ee vatcsensness 3.40 3.17 
No. uy steve sannewe 7 .39 
a .40 36% 
No. 6 oan cells, ignition type unit 
packages, 324%4c. each. 
+. er —No. 935, a. each; 
No. 950, 9% No. 790, 18% No. 
705, 28c.; No. “50, 18%c.; No. eth 25c. 
Hot Shot. —No. 1461, $1.67; No. 
1661, $2.37. 


BOLTS, NUTS AND RIVETS.—The 
market is not especially active from the 
viewpoint of jobbers, but manufactur- 
ers report larger shipments in August 
than in July. Prices are firmly main- 
tained and jobbers seem convinced that 
the manufacturers now are not going 
to weaken. Jobbers quote: 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 62% per 
cent off list; stove bolts, 75 and 10 


per cent off list; tire bolts, 50 and 10 








per cent off list. 
: Nuts.—All styles, 62% per cent off 
ist. 

Rivets.—Large, $3.50 base, per 100 
pieces; small wagon and _ tinners’ 
rivets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Real ac- 
tivity is lacking, but a comparatively 
light volume of business is not affect- 
ing the firmness of prices. Jobbers 
quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
Hs in. x 3% in., $19; 4 in. x 4 in., 


Hinges.—Heavy tty 6 in., $1.85 
per doz.; 8 _ $2.95; 1p in., $4.80; 
extra heavy, T, 6 in., "$2.30 per doz.: 
8 in., $3.40; 10 "in. oo $5. 40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
sil. 60; light T 3 in., $11 per 100 pair; 

4 in., $1 


Hasps. — Hinge, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4% in., 79c.; 6 in. ap Oho 05; safety, 3 in., 

4% in., $1.14; 6 in., 


+ al doz.; 
or Sets.—Swinging hinges, 10 
in., $3.10 per set. 
COTTON GOODS.—All items under 
this classification tend to advance in 
sympathy with raw cotton and spot 
sash cord has been marked up to 2c. 
per lb. 
GAME TRAPS.—More interest is ob- 
served in this line with the approach 
of the open season for trapping. Job- 


bers quote: 
Victor, No. 0, $1.10 per doz.; 
1, $1.38; No. 1%, $2.44; No. 2, $3 
jump, No. 0, $1.59; No. 1, $1.83; coil 
spring, No. $1.28; Gibbs, 2-trigger, 
$5 per doz.; pees ip, No. 1, $1.88; 
No. 2, $3.35; No. 3, $5.50; No. 4, $6.70. 


GUNS AND LOADED SHELLS.—Sea- 
sonally active movement of these lines 
is reported by jobbers here who quote: 





— Se ew or Nitro Club. 
12 in. 1% in., $32.22 per 
1006. ae Silied. "$34. 17 per 1000, with 
other loads in proportion. 

Guns.—Winchester shotgun, Model 
1912, $37.50 each; Savage, Model 1921, 
37. bo each; Remington, Model 17, 


HEATING ACCESSORIES. — These 
items usually do well at this time of the 
year and this year is no exception to 


the rule. Jobbers quote: 
Stove Pipe and Elbows. — rst 
quality egy ag 2 Pe; 3-in., oe 75 
per crate; 4-i §-in., 11; 


6-in., $3.57; $-in., 3 ae ae. oo 
rugated, 3-in., $1.01 per doz.; 4-in., 
$1.33: 5-in., $1.30; 6-in., $1.42; 7-in.. 


Dampers and ~- Rings.—Damp- 
ers, 3-in., $1 per os. - in., $1.10: 
5-in., $1.20; 6-in., $1.3 7-in., $2; 
flue rings, . = in., $1 oar’ doz. ; 4- in., 
o.: 5-in., $1.90; 6-in., $2.20: 7-in., 


Coal Hods. — Galvanized, 16-in., 
$4.30 per doz.; 17-in., $4.75; 18-in., 


eo Chutes.—Black, 8-ft., $6 each; 
10-ft., $7.50; 12-ft., $9 
HUNTING CLOTHING.—Approach of 
the hunting season brings increased de- 
mand for hunters’ apparel. Jobbers. 
quote: 
Coats, $2.25 to $6 each; vests, $1.20 


to $2 each; trousers, $2.25 to $4 per 
pair. 
LANTERNS.—Sales of lanterns are 
very steady in this part of the coun-. 
try. Jobbers quote: 

Monarch lanterns with white 
globes, $8.00 per doz.; with ruby 
globes, $10 per doz.; Little Giant lan- 
terns with white globes, $11 per doz.: 
with ruby globes, $13 per doz.; D’Lite 
$13 per doz.; junior wagon, $17.25 
per doz.; Coleman, gasoline, No. 327, 
$5.25 each; No. 427, $6.00. 

LEATHER STRIPS. continued! 
advance in the leather market is carry- 
ing strip prices higher, with local job- 
bers now quoting them at 52c. to 80c. 
per lb. according to the selection. 


PAINTING SUPPLIES.—Three weeks: 
now have gone by without change in 
either oil or turpentine prices. Lead 
and ready mixed paints show no change: 
from last week’s prices. Business in 
these lines is good and locally there 
has been only one poor month this. 
year, that was July. 


Prices to retailers: Ready mixed 
paints, —_ grades, $2.60 per gallon; 
lower grades, $2.00; white lead, 13%c. 
per Ib. in 100- _" lots; 10 per cent less 
in lots of 500 Ib. or more and extra 
4 per cent less in lots of a ton or 
more; turpentine, 72c. per gal. in 
barrel lots; raw linseed oil, 12.6c. per 
lb. in barrel lots. 


PRESERVING AND BEVERAGE 
SUPPLIES.—These lines are doing- 
well, local jobbers report. They quote= 


Bottles and Caps.—Quarts, $9.50 
per gross; caps, 20c. per gross; 
stoppers, $2. 25 per dozen; cappers, 
$10.50 per dozen. 

Strainer Sets.—Eveready in dozen 
lots, strainer stand, $4 per dozen: 
strainer bag, $2 per dozen; filter bag, 





$4 per doz. 
Scales.—Universal, No. 1021, $1.25: 
No. 11021, $1.55; No. 19221, $2.50; No. 


1621, $3.50. 
Mason Jars.—Pints, $8.80 per gross: 
quarts, $10.10; 2 quarts, $13.15. 
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- Jar Rubbers.—Double lip red, 80c. 


per gross. 

Canning Racks. — 1, single jar, 
70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrenches, 75c. per doz. 

Fruit presses.—Enterprise, No. 6, 
$6.25 oom: bpd 6; By $3.50 each: 
6 qt., $4.3 2 at, .. ey 2 at., 
$2. 60 ee i qat., $4.25; 10 qt., $7. 

Cider Pre ek 4, single tub, 
$12.10 uk: Eagle = $24; Cant- 
«Meat single tub, $14 

eat hoppers. —_ eater rprise, No. 
$5.25 each; No. 22, $9; No. 32, $11 
list eo 25 and 5 per cent. 
ood Cho gt —Universal, No. 0, 
$1.25 each; » $1.55; No. 2, $1.90: 
No. 3, $2. 40. 

Kraut and Slaw Cutters. — Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 


Oak Kegs.— 
White White Oak 
Oak Oak Charred 
5-gal. me: 35 45 2.40 
10-gal. - 1.80 1.95 2.85 
15-gal. .... 2.00 2.15 3.20 
20-gal. .... 2.25 2.45 3.75 
25-gal. .... 2.65 2.85 4.35 





30-gal, .... 2.85 3.00 4.50 

50-gal. .... 3.75 4.20 6.50 
STEEL WINDOW VENTILATORS.— 
Not much activity yet is noted, but it 
is a little early for the demand to get 
under way. Jobbers quote: 

me G $4.40 per doz.; No. 02, $4.80; 

No. 1, $5.20; No. 2, $5.60; No. 3, $6.40. 
WIRE " PRODUCTS.—Nails still are 
slow with local jobbers, who, however, 
are beginning to feel some increase in 
the demand for fence and fencing ma- 
terials. 


We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire. 
_— 100 Ib.) Annealed Galvanized 
naga 6 to 9 gage...$3. $3.45 


3.50 
No. ii 3.55 
No. 12 3.65 
No. 13 3.80 
No. 14 4.00 
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I Ree re 3.55 4.25 
ENO icciacaies ara g aa 3.75 4.45 
Barbed wire (per 80-rod spool): 
SWOE CARINE cen ccaacannicdessivas $2.90 
Ls 





2158 
Steel Fence Posts: 
Galvanized Painted 


tubular formed 
We Liscsscecasel ot re 
Ee 55c. each 38c. each 
= Se eae? 65c.each  40c. each 
po, | ROR ee rire 45c. exch 





ft. 
Bright nails. base, per keg, $2.85 
to $2.90. 





New England City Retail Dealers Expect a 
Marked Improvement in Sales This Month 


Boston, Sept. 13.—In analyzing retail business the past two 
months it appears that the so-called country trade has done rela- 
Apparently work in the country 


tively better than the city trade. 


has to be finished regardless of weather conditions. 
particularly in Boston and towns and cities lying in close proximity 
to the Hub, people have been putting off the hundreds of little jobs 
to be done about the house because of rain, humidity and fogs. In- 
dications are September will be a much dryer month than August, 
and for that reason the city retailers are expecting a marked im- 
provement in sales this month because they believe people will do 
the work they planned to do in July and August. 

Taking New England collectively, retail dealers are having a very 
They are not buying staple hardware lines quite as 
freely as heretofore, but are evincing more interest in futures. There 
is by no means any concerted forward buying movement, but it is 
sufficiently better to warrant special mention by the jobbing trade. 
Much has been said in the press of late, particularly in connection 
with the buoyancy of the stock market, about the cheapness of 
money. Collections, as reported by Boston hardware jobbers, indi- 
cate anything but easy money. The retail trade reports it difficult 
to get charge customers to pay their bills, and that fact is reflected 
in retail payments to the jobbing trade. 


fair trade. 


(Boston office of HARDWARE AGE) 


In the cities, 








AUTOMOBILE ACCESSORIES.— | 


Most retail dealers cleaned up well on 
tire chains last winter, consequently 
local jobbers are booking some excel- 
lent orders for delivery later in the 
year. Those retail dealers carrying 
good lines of accessories say business 
is good. The trade as a whole, how- 
ever, does not appear to have increased 
their accessories business the past year. 


We quote from Boston jobbers’ 
stocks: 

Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent discount. 

Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per cent discount. 

Horns.—Klaxon, qualities less than 
$50 in list value, 25 per cent discount; 
in $50 to $199 value, 40 and 5 per 
cent discount; in $200 value, 50 per 
cent discount. 








Tires.—Mansfield line, fabric, clin- 
a 4 x 3 in., : 
ch $7.25. Heavy duty cord, 
strafeht ‘slide, 30 x 3% in., $10.95 


Tig 33 x 4 in., $15.25; 34 x 4 in. 
16; 32 x i" in., $19.75; 33 x 4% in., 
2080. 34 x 4% in., $21.25; 35 x 4% 

in., $22; 36 x 4% in., oy is; 33 x 

in., $26.85; 35 x 5 in., $28 
Truck.—Cord, 32 x 4% al $24. - 

each net; 33 x 4% in., $25. 65; 34 

1% in. $26.05; ~ x 5 in., $29.85: 33 = 

$32 4x 5 in., $35.45; 35 x 5 

i "96 26, ary ee yy F 36 x 

in., $50.40: 38 x 7 in., $70.65. 
be gg tan, in small lots, 

30 x 3 

in., $1. 0. 

of 12 or BE deduct 10c. each tube; 

31 x 4 in., $2.40; 32 x 4 in., $2.50; 

33 x 4 in., $2.60; 34 x 4 in., $2.75: 

32 x 4% in., $2.90; 33 x 4% in., $3; 34 

x 4% in., $3.10; 35 6 


5 in., $3.75; 34x 5 in., $3 
in., $4; in lots of six tubes or more 
deduct 10c. per tube; 32 x 6 in., $6. 20: 





36 x 6 in., $6.15; 38 x 7 in., $9.40. 

Tire Chains.—One to nine sets, 30 
per cent discount; 10 to 49 sets, 35 
per cent discount; 50 to 99 sets, 40 
per cent discount; 100 to 149 sets, 
40 and 5 per cent discount; 250 sets 
and more, 40 and 10 per cent dis- 
count. 


AXES AND HANDLES.—Jobbers con- 
tinued to take orders for axes and han- 
dles. The season, however, is opening 
a little slower than last year. 

We quote from Boston jobbers’ 


stocks: 

Axes.—Standard makes, without 
handles, $14.50 per doz. net. The 
usual extras for weights and handles 
obtain. 


Handles. a bit, Woodsman’s 
Pride, 28-in., $7 per doz. net; New 
York, 30-in., $6.40, 32-in., $6.40; Sun- 
flower, 32-in., $4 86. Northern New 
York pattern, Triumph, 30 and 32- 
in., $5.30 per doz. net; Hercules, 30 
and 32-in., $4.76; Success, 30 and 32- 
in., $4.05; Eagle, 30 and 32-in., $2.97. 
French pattern, Triumph,  28-in., 
$5.67; Hercules, 28-in., $5; Success, 
28-in., $4.16 


BARN DOOR HANGERS.—People in 
the colintry evidently are putting barns 
in order for the winter. At least in- 
creased orders for barn door hangers 
from the so-called country retail hard- 
ware dealers strongly suggests so. 


We quote frem Boston jobbers’ 
stocks: 

Barn Door Hangers.—Topping line. 
Storm King, $9.60 per doz. pair net; 
World’s Best, $17.28: Safety, $12: 
Tandem, $17.76. 


BOLTS AND NUTS.—There appears 
to be a somewhat broader movement of 
bolts and nuts out of jobbers’ stocks, 
yet a majority of consumers are still 
buying on a hand-to-mouth basis. Job- 
bers’ stocks are well rounded out, con- 
sequently prompt deliveries are made. 


We quote from Boston jobbers’ 
stocks: 

Bolts.—In full packages, machine. 
50 and 5 per cent discount; common 
carriage, 50 and 5 per cent: coach 
screws, 50 and 5 per cent; Eagle car- 
riage, 50 per cent; counter-sunk 
Eagle, 40 per cent; counter-sunk 
machine, 25 per cent. In less than 
full packages, add 25 per cent. 

uts.—In full packages, semi-fin- 
ished, U.S.S. and S.A.E., 25 per cent 
discount; castellated, S.A.E., 25 per 
cent. In less than full packages, 
add 25 per cent. 


nrc acme, 
LL  —— 
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CATTLE LEADERS.—As is usual at 
this time of the year, retail interest in 
cattle leaders is on the mend. 


We quote from Boston jobbers’ 
stocks: 

Oattle Leaders.—Sargents, No. 51, 
$12.42 per 100; No. 52, $13.50. Bull 
rings, 23c. to 25c. each. Bull snaps, 
8ic. each; Ox balls, $7.56 per doz. 
pair. Ox muzzlcs, six guard, $5.10 
per single doz. All prices net. 

CLOCKS.—The clock situation appears 
quite bright. Jobbers have taken some 
very good business during the past 
month or so, and the retail trade in 
general appears anxious to have stocks 
in good shape, so there is a constant 
flow of orders through jobbing chan- 
nels today. 

We quote from Boston 


stocks: 

Clocks.—Westclox line, Ben Hur, 
plain dial, $2.50 cach list. In lots of 
less than 12, $1.75 net; in lots of 12, 
$1.70; in lots of 24, $1.65. Luminous 
dial, $3.50 each net. In lots of less 
than 12, $2.46 each net; in lots of 12, 
$2.38; in lots of 24, $2.32. 


CUTLERY. — Efforts by jobbers to 
round up cutlery business for fall de- 
livery so far have not been very suc- 
cessful. The retail trade apparently 
has an ample supply of pocket knives, 
scissors and shears, and therefore are 
not in a buying mood. 


We quote from Boston jobbers’ 
stocks: n 

Bread Knives.—Genco, $2.50 per 
doz. net; Universal, No. 1A, $2.40; 
No. 203, $3.75; No. 3402, $4. 
Kitchen.—Universal, No. 303, 75c. 
yer doz. net; No. 350, $1.75; No. 321A, 
fi 20: No. 3200A, $2; ‘No. 3640, $2; No. 

2500A, $2.75; No. 4230A, $2. Geneva, 
No. $113D, 20. 

Slicers. Universal, No. 283A, $5.50 
a doz. net; No. 243, $4. 

Butchers. — Universal, No. 200. 
5-in., = per doz. net; 6-in., $3.25: 
7-in., 8-in., $4.75; 9- ‘in., $6; 10-in., 
$7; 12 a oe: 14-in., $12. 

Grapefruit.—Universal, No. 345, $2 
ver doz. net; a 5450, $4; No. 3506, 
3.50; No. 2570, $5. Genco, No. 121, 
$3.50 per doz. ‘net. 

Shears.—Straight, Universal, 6-in., 
$8.50 per doz. net; ¥%-in., 7-in., 
$9.75; 7%- in., $10.50; 8-in., $11; 9-in., 
$13.25. Nickel-plated, 6- in., $10; 6 

$10.50; 7-in., $11; 7%-in., $11.5 : 
8- -in. ite 12; $9-in., $15. Left hand, 7% - 
n., $14 

Bent Frieunére—ttehesenn, No. 15. 
Japanned, 7-in., $10.50 per doz. net; 
ae $11.50; 9-in., $14.75; 10-in., 


0. 

Barber Shears. —Universal nickel- 
plated, 7%4-in., $12 per doz. net; 8- 
in., $13. 

Scissors.—Universal, pocket, 4-in., 
$8.50 per doz. net; No. 195, 4%-in., 
$9. Embroidery, No. 205, 314-in., $8; 
4-in., .50. Ladies, No. 215, 4-in., 
$8.50; $9; 5-in., $9.75: a: 
11, 


FOOTBALLS. — Local jobbers have 
been taken somewhat by surprise by 
the sudden and unexpected active de- 
mand for footballs since Sept. 1. Most 
of the business booked so far, they say, 
has been unsolicited, the retailer him- 
self taking the initiative. Prices, as 
compared with a year ago, are practi- 
cally unchanged. 

HEATERS. — The Simplex interests 
have issued a new price list on some of 
their heaters. For instance, No. 96, 
Sunbowl Jr., is now $4.75 each list, in- 
stead of $5 as heretofore; No. 97 is $7 
instead of $7.50; No. 98 is $7.50 instead 
of $8.50, and No. 92, the De Luxe, is 
$8.50 instead of $9.50. 


We quote from Boston jobbers’ 
stocks: 

Heaters.—Rome upright, copper 
body, nickel top and base, list $10 
each. In lots of less than six, 33% 
per cent discount; in lots of six, 35 


jobbers’ 








per cent discount. Universal, re- 
tlector type, No. 9927, $3.80 each, 
net; PH 9953. $4.50; No. 9955, $4.85; 
No. $5. Assortment No. 1 and 
2, a ani each $9.50 net the set. 
Polar Cub, No. B90, in lots of less 
than 12, $2.95 each net; in lots of 12 
or more, $2.75 each net. Portable- 
furnace, Utica, round, upright, $10 
each list; discount on lots of less 
than three, 30 per cent, on lots of 
three to five, 3314 per cent, on lots 
of six or more, 35 per cent discount. 
Simplex, No. 96. Sunbowl Jr., $4.75: 
each list; No. 97, Sunbowl, $7; No. 
98, Sunbowl, $7.50; No. 92, Sunbowl 
De Luxe, $8.50. Discount 30 per cent. 


HOCKEY STICKS.—Jobbers profess 
to be quite surprised at the number of 
orders taken by them for hockey sticks. 
They maintain business is far ahead of 
last year at this time. The supposition | 
is that the retail trade was cleaned out | 
of sticks last winter. 


We quote from Boston 
stocks 

Sinahey Sticks.—-Scout, Jr., $3.30 per 
doz. net; Boys’ X, $5; Men’s X, $8: 
Men's <<: $10.40; special, $15; Boys’. 
$3 a dozen net; Boys’ special, $5: 
Amateur, $8; Championship, $11; spe- 
cial, $11; No. 25, $2 per dozen net: 
No. 50, $3.50; Ne. 75, $6; No. 100, $8. 

Pucks.—Standard makes, $2 a doz. 


net. 
Polo Sticks.—No. H, 95c. a doz. 
net; No. G, $1.50; No. C, $3.75. 





jobbers’ 


HOT PLATES.—tThere is still a good 
demand for hot plates, although the | 
market is not quite as active as it was | 
about a month ago. 
coal undoubtedly will drive a lot of peo- | 
ple to use hot plates instead of a | 
kitchen stove whenever it is possible to | 


The high cost of | 


| do so in preparing meals. 


We Boston jobbers’ 


| 

quote from 
ocks 

Hot ‘Plates.—Gas, Caloric line, one 

| 

| 


st 


burner, black, No. 0, .45 per doz. 
net; No. 01, nursery with nozzle, 63c. 
each net; No. 01, nursery with cock, 
No. 1, ideal with nozzle, 86c.: 
Nickel, No. 
$1.03; No. 
Caloric, 


74c.; 
No. 1, Columbia. $1.66. 
01, nozzle and cock, 
ideal, $1.20; No. 1, 
burner, $1.83. 

Two Burners.—Black, No. 5, ideal, 
$1.83 each net; nickel, No. 2, ideal, 
$2.45; No. 1 Caloric with star burner. 
$3.31; No. 2, Columbia with star 
ol $3.54; No. 2 Beauty, star 
burner, $3.99: No. 20, Caloric with 
star burner, $4.34; No. 2 Caloric, star 
burner, $4.79. 

Three Burner.—Black, No. 9, Ideal, 
$2.80 each net; nickel, Columbia with 
star burner, $5.48; No. 27, Caloric 
with star burner, 5.42. 


NAILS.—As might be expected after 
Labor Day, there is a’somewhat freer 
movement of nails out of jobbers’ 
stocks, particularly of wire nails. There 
is nothing in view that suggests a 
change in nail prices the remaining 
days of 1927, at least. 


We quote from Boston 
stocks: 

Nails.—Wire, from store, $3.40 per 
keg base; from mill, in car lots, $2.60 
er keg, base; in less than car lots, 
2.85. Cement coated, in count kegs. 
from mill in car lots, $2.60 per keg 
base, f.o.b. Pittsburgh; in less than 
car lots, $2.85; from store, in boxes, 
$5.30 per keg. Cut nails, from store, 
$4.25 per keg base. Hardened steel 
floor, direct shipments, $8.10 per keg 
base; Western cut nails, direct ship- 
ments, in car lots, $3.50 per keg base, 
f.o.b. Pittsburgh; in less than car 
lots, $3.65. Tremont cut nails, direct 
shipments, $3.95 per keg, f.o.b. Ware- 
ham, Mass.; hardened steel nails, 
— shipments, $7.60 f.0.b. Ware- 
am. 


PYREX WARE.—Sales of Pyrex ware 
are holding up satisfactorily. Summer 
sales were better than generally antici- 
pated by the jobbing trade here and ad- 
vanced fall buying is of good volume. 
“2 quote from Boston jobbers’ 


ocks: 
a Dishes.—Oval, No. 032, 1- 


wins 


jobbers’ 








qt., 57c. each net; No. 033, 1%-at., 
67c.; No. 034, 2-qt., 80c. Shallow 
oval, No. 042, is -qt., 57c.; No. 043, 14- 
at., ‘67c.; No. 044, 2-qt., 80c. 

Plat ters.— Well and tree, No. . 372 
$2 each net. 

Custard Cup.—No. 410, 
each net. 

723, 

and 


3-02z., Te. 


67c. 
743, 


each 
67¢c.; 


Tiles.—Round, No. 
net; oval, Nos. 733 
square, No. 753, 67c. 


RAZOR BLADES.—Effective Sept. 10, 
new prices on Gem and Ever-Ready 
razor blades are in order. They show 
an average advance of %4c. per pack- 
age. New prices follow: 


We quote from Boston jobbers’ 
stocks: br 

Razor Blades.—Gem 6s, in lots of 
480 packages, 28%#c. per package net; 
in lots of 192 packages, -30%c.; in lots 
of 96 packages, 31%c. Gem 10s, in 
lots of 240 packages, 47c. per pack- 
ages, 47c. per package net; in lots 
of 96 packages, 50c.; in lots of 48 
packages, 52c. Ever- Ready 5s, in 
lots of 600 packages, 23%c. per pack- 
age net; in lots of 240 packages, 25c.: 
in lots of 120 packages, 26c. Ever- 

teady 10s, in lots of 300 packages, 
47c. per package net; in lots of 120 
packages, 50c.; in lots of 60 pack- 
ages, 52c. 


| ROPE AND TWINE.—Jobbers have 


revised prices on manila rope to con- 
form with new lists recently issued by 
the manufacturers. The new prices 
show an advance of about 4c. a pound. 
We quote from Boston jobbers’ 


stocks: 

Rope.—Manila, 25c. per lb. base: 
sisal rope, 18%c.; hay rope, 19c.; cot- 
ton rope, 50c. 

Lath Yarn .—Sisal, C130, 18¢c.; D200, 
19c. per Ib. 

Twine.—Hemp in %-lb. balls, No. 
12, 47c. a Ib.; No. 18, 42c.; 
40c.; No. 36, 38c.; No. 48, 37c.; 
24 10-02. balls, '80c. a ‘box. 

80c. a box. Cotton 

Ry me 

27c.; 

. 22c. 

48c, per 
SASH CORD.—The rapidly rising cost 
of raw cotton has made it necessary for 
makers of sash cord to lift their prices, 
and jobbers’ quotations in turn have 
been advanced, according to quality, 
from 2c. to 8c. a pound. New prices 
follow: 

We quote from Boston jobbers’ 
stocks: 

Sash Cord.—Samson, 70c. per Ib. 
base; Red Seal, 43c.; Franklin, 33c.; 
Newcord, 33c.; Silver Lake, 70c. 

SKATES.—In contrast with various 
other things that will be required next 
winter by the retail trade and which 
are selling freely at the moment, the 
demand for ice skates is backward. The 
supposition among jobbers is that retail 
dealers carried over larger stocks last 
winter than was generally believed. 


We _ quote from Boston jobbers’ 
stocks 

Ice Skates. —Union line, men’s No 
ica $1. “tg BST, pair 8 98 122436. 


-31; 2416, 
$3.12; No. °4624, 89c.; No. 1624, ML 24; 
No. 1824, $2.06. 


Hockey and figure 
Ox3, $2.69. Canadian hockey, 
a $1; : 


1H $1.67. Ladies’, 
562414, "$1. 49;" 
592416, $3.50; 
drien’s bob skates, 

Roller Skates.—Union line, No. 2, 
70c. 4 per ee No. 3, 75¢c; No. 
10, $1.10; No. $1.45. 


TOYS. AN the jobbing houses that 
carry lines of toys are booking some 
excellent business for late in 1927 de- 
livery. Indications are the retail trade 
will handle more toys than ever before, 
and that a greater number of stores 
will carry at least a partial line during 
the pre-Christmas buying season. 
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Cincinnati Jobbers Trade Active— 


Price Situation Strong 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, Sept. 13.—Local hardware jobbers have received a 
fairly good volume of orders in the past two weeks, staple items 
having constituted a substantial portion of the business placed. There 
is an improvement, however, in the demand for fall goods and indi- 
cations are that bookings in September will be fully up to normal. 
Sales continue to run slightly ahead of those in 1926, and it is ex- 
pected that this favorable margin will be maintained until the end 
of the year. 

Builders’ hardware is particularly active at the moment, contrac- 
tors being eager to finish outdoor construction work before inclem- 
ent weather sets in. In fact, September probably will turn out to 
be one of the best months of 1927 in total sales. The annual Radio 
Show to be held in this city next week is looked to by the trade to 
stimulate interest in radio sets and in radio accessories. 

The price situation is regarded as being strong, the schedules on 
almost all items having remained firm during the last month. Deal- 
ers have been slow in anticiptaing their requirements for the fall 
—" but greater interest has been manifested in the past few 

ays. 

Retailers report that business has been only fair at best. 





BUILDERS’ HARDWARE. — Jobbers 
report that activities have been at a 
high point in the past two weeks, the 
rush being occasioned by a desire to 
complete construction work before bad 
weather sets in. If the weather is at 
all favorable the remainder of the 


AUTOMOBILE ACCESSORIES.— 
Business has held up moderately well, 
although the delayed appearance of the 
new Ford car has militated against 
sales. Prices on all items have re- 
mained firm and unchanged. 

We quote from Cincinnati jobbers’ 


and _ kindred 
Prices are given below. 





gp Miteta teaiiia month, September will turn out to be 
Cheap grade .......... $5.45 nace one of the best months of the year. 
Medium grade ........ 6.10 $7.55 i 
Oo» rae 8.75 9.65 Quotations are unchanged. 

Tubes: We quote from Cincinnati jobbers’ 
Cheap grade. ....:.....- 1.05 1.40 stocks: ; 
Medium grade . 1.25 ae Sash Weights.—-Sash weights, $1.75. 
Best Stage «6. civ ‘« 2.88 1.85 Inside Sets.—Square bevel inside 


Luggage Carriers.—Light weight, 
65c. each; 60c. in lots of 10; heavy 
weight, 80c. each; 75c. in lots of 10. 

High Lustre Automobile Polish.— 
% pt. size, $4 per doz.: 1 pt. size, 
$8 per doz.; 1 qt. size, $12 per doz. 

Ford Replacement Springs.—7-leaf 
front spring, $1.25 each; 8-leaf front 
spring, $1.45 each; 9-leaf front spring, 
$1.95 each; 9-leaf rear spring, $4.55 
each; 10-leaf rear spring, $4.90 each. 


BOILER LIQUID. —The call for this’ 
items has been active. 


an quote from Cincinnati jobbers’ 
stocks: 
Hercules tile and Porcelain clean- 


er, $2.00 per dozen in gross lots, 
$1.90 per dozen. 
Hercules Radiator Stop Leak. 8 


ounce cans, 1, 2 and 3 dozen cans to 
a carton, $4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2.25 each. 


BOLTS AND NUTS.—tThe situation in 
this commodity has shown no change, 
demand having been confined to small 
lots for prompt delivery. 


We quote from Cincinnati jobbers’ 
stocks: 

Cut-thread carriage 
bolts, 60 per cent off 


and machine 
list; rolled- 


thread carriage and machine bolts, 
60 and 10 per cent off list: 
bolts, 
hexagon and tap nuts, 
off list. 


stove 
80 per cent off list; square 
60 per cent 





sets in case lots, $5.75 per doz. 
DENATURED ALCOHOL.—Orders 
for future delivery have been scarce, 
and no pickup in business is looked for 
until colder weather appears. 


We quote from Cincinnati jobbers’ 
stocks: 

Denatured alcohol in 52-gal. drums, 
5le. per gal.; in Jots of three drums, 
50c. per gal.; in 10-gal.-lpts, 72c, per 
gal.; in gallon cans, 73c.’ per gal. <A 
charge of $6 for each drum is made. 
but this amount will be rebated when 
the empty drum is returned. 

Ivo radiator glycerine. $2.25 per 
gal. for 55-gal. drums; $2.30 per gal. 
for 30-gal. drums; $2.45 per gal. for 
3-gal. cans. 

DRAIN PIPE CLEANER.—Activity in 
this line has been about normal. 

We quote from Cincinnati jobbers’ 
stocks: 

Economy plumber, drain pipe 
cleaner, $2.00 per dozen 1-lb. cans. 
Same in 2-lb. cans, $3.90 per dozen. 
The 1-lb. size is packed one, two 
and three dozen to a carton. The 
2-lb. size is packed in one and two 
dozen cartons. 

EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales in the last two weeks 
have been fairly good, and indications 
are that the present demand will be 
sustained for the next month. Prices 


are stable. 








We quote from Cincinnati jobbers’ 


stocks: eae 
», 5-in. eaves trough, $5.75 
per 100 ft.; 28-gage, 3-in. corrugated 
conductor pipe, $5.50 ver 100 ft.: 28- 
gage, 3-in. corrugated conductor el- 
bows, $1.73 per coz. 
FILES.—This item is moving at a nor- 
mal rate. 

We quote from Cincinnati jobbers’ 
stocks: Black Diamond files, 50 off 
list; Keystone files, 70, 10 and 5 off 
list. 

FIRE SHOVELS.—A few future or- 
ders are being placed with local job- 
bers, although activities on a sizable 
scale are not expected for a few weeks. 


We quote from Cincinnati jobbers’ 
stocks: ; 

No. 80, 56c. each; No. 56 galvanized, 

95c. each; No. 9, $1.50 each; No. 11, 
$1.65 each. ; 

GAME TRAPS.—This commodity 


moving well. 


_ 


Ss 


We quote from manufacturers’ 
stocks, f.o.b. factory: 
Two-Trigger game trap, $5 per 


doz.; 15 doz. per barrel; Single Grip 
No. 1, $1.88 per doz., 35 doz. per bar- 
rel; Single Griv, No. 2, $3.35 per 
doz., 18 doz. per barrel; Single Grip 
No. 8, $5.50 per doz., 15 doz. per bar- 
rel; Single Grip No. 4, $6.70 per doz., 
10 doz. per barrel. 


JUVENILE VEHICLES.—tThis item is 
being stocked fairly liberally by a num- 
ber of retailers in this district. 

We quote from Cincinnati jobbers’ 


stocks: 
Scooters.—No. 109, $2.90 each; No. 
110, $3 each. ee 
Sidewalk Cycles.—No. 11, $11.50 
each; No. .12, $12.75 each. 
Velocipedes.—No. 6E, $2.90 each: 


No. 7E, $3.30 each; No. 46, $7.40 each. 
ILAMPS.—Jobbers are beginning to se- 
cure small orders for this commodity. 
Prices are firm. 

We quote from Cincinnati jobbers’ 


stocks: 
gasoline lamps, C317, 


Quick Lite 
$7.40 each; C329, $6.25 each; C318, $7 


each; €324, $7 each; Quick Lite lan- 
tern$, L327, $5.25 each; L427, $6 each. 


NAILS.—The market is steady, and the 
usual amount of material is being car- 
ried by retail dealers. 

We quote from Cincinnati jobbers’ 
stocks: 

Common wire ‘ails, $2.95 per keg; 
cement coated nails, $2.95 per 100-Ib, 
keg. 

OIL HEATERS.—A drive is being 
made by dealers to sell heaters for the 
fall season. 

We quote from Cincinnati jobbers 


stocks: 

Nesco No. 12, $3.70 each; No. 15, 
$4.65 each; No. 016, $5.50 each: No. 
0190, $7 each; No. 505 Giant, $7.50. 


PAINT.—In the past month sales have 
been only fair, and some jobbers are 
complaining about the dullness of the 
market. 


We quote from Cincinnati jobbers’ 
stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
86c. per gal.; turpentine in two-bar- 
rel lots, 60c. per gal.; white and red 
lead in 500-Ib. kegs, 13%c. per Ib., 
less 10 per cent. 


RADIO BATTERIES.—While business 
has been slow, the forthcoming Tunney- 
Dempsey fight and the annual Radio 






_—_ 


iin 
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Show at the Hotel Alms in this city are 
expected to stimulate interest on the 
part of the public. 
We quote from Cincinnati jobbers’ 
stocks: 
Less than 

Unit In Unit 
Packages Packages 

Each 


c 
$0.35% 
0. 


Batteries 





No. 5156 1.22 
Note.—Nos. 5156, 5308, 2308, 10308, 
21308, 5360, 5540 and 5156 are in unit 
packages of 5. Nos. 4156, 2156, 2158 
and 2370 are in unit packages of 10 
No. 6 is in a unit package of 50. 


ROOFING MATERIAL.—Business in 
the past two weeks has been normal for 
this time of the year. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.10; medium standard, $1.35: 
standard, $1.60; light Holdfast, 
medium ‘Holdfast, $1.60; heavy fold. 
K red and green slate 


Coating.—Coal tar, refined. 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal ao. 
erude, in barrel lots. 24c. per gal.: 
half-barrel lots, 27c. per gal. 

Roofing Cement. —Liberty elastic. 1 
Ib., 12¢.: in 5-lb cans, 9%c. per Ib.: 


in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. r lb. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5-lb. cans, 12 cans to the 
box, 8%c. per lb.; in 10-lb. cans, 6 
cans to the box, 7%c. per Ib. 


steady demand. 


A.B quote from Cincinnati jobbers’ 
stoc 

Flathead bright screws, 85, 10, 10 
and 10 per cent off list; flathead blue 
screws, 85, 10, 10 and 5 per cent off 
list; flathead brass screws, 85, 10 and 
5 per cent off list; round head blue 
screws, 85, 10 and 5 per cent off list: 
round head brass screws, 85 and 5 
per cent off list; ey wire goods, 
5 and 25 per cent off list. 


STOVE PIPE AND ELBOWS.—An im- 
provement in this commodity is noted. 
Prices are unchanged and are firm. 

We quote from Cincinnati jobbers’ 


stocks: 
Stove Pipe.—29-gage u. c. ted 
pipe, 4-in., $9.75 per 100 joints ao 


gage u. c. crated pipe, 6-in., $11.75 
per 100 joints; 29-gage u. c. crated 
pipe, 7-in., $14.25 per 100 joints: 28- 
gage u. c. crated pipe, 6-in., $12.25 
per 100 joints; 28-gage u. c. crated 
pipe, 7-in., $14.75 per 100 joints. 


Elbows.—U. c. elbows, 4-in., $1.05 
per doz.; 6-in., $1.25 per doz.; 7-in., 
$1.65 per doz. 


STOVE BOARDS.—In this commodity 





also there has been an increase in sales. 


hee quote from Cincinnati jobbers’ 
st 


Paper-Lined _—— Boards.—24 x 24 
in., 6.76 | er doz.: 30 x 30-in., $9.60 
per doz.; 35 x 35 -in., $14.25 per doz. 


SCREWS.—No changes have been 
made in this item, which is in fairly 


Wood-Lined Stove Boards.—24 
24-in., $11.15 per doz.; 30 x 30-in., 
$18 per doz.; 36 x 36-in., $25 per doz. 

WEATHER STRIPPING.—Orders are 
beginning to flow into local jobbing 
houses, and the fall business this year 
probably will be fully up to normal. 

We quote from Cincinnati jobbers’ 
stocks: 

Wood and rubber weather strip- 
ping, No. 1, $17.25 per 1000 ft.: No. 
14 $24 per 1000 f ao 14, $34.50 per 


© 20.: me. 7, 
“Wood and felt weather Serine: 
No. 71, . 50 p2r 1000 ft.; No. 
000 ft.; No. 75, $46.50 a 


tn Me 
a rubber weather stripping, No. 


$2.10 per 100 ft.; No. 10, $2.85 per 
100 ft.; No. 11, §3. 55 per 100 ft. 


WIRE CLOTH.— Business has con- 
tinued at a fair rate, and prices are un- 
changed. 


We quote from Cincinnati jobbers’ 
stocks: 

Black cloth, $1.70 per 100 sq. ft.: 
12-mesh galvanized, $2. per 100 sa. 
ft.; 14-mesh galvanized, $2.40 per 100 
sq. ft.; bronze in 100-ft. rolls, $5.50 
per 100 sq. ft.; bronze in 50-ft. rolls, 
$5.55 per 100 sq. ft. 


WHEELBARROWS.—Sales have been 
light, but an improvement is expected 
in the next two weeks. 

we quote from Cincinnati jobbers’ 

t 
i Cheap steel tray wheelbarrow, $3.90 


each; Pan-American tray wheel- 
barrow, $5.25 each; contractor wheel- 





barrow, $5.60 each; concrete wheel- 
barrow, $6.50 each; tubular wheel- 
barrow, $6.60 each. 





New Cartridge & Window Trim 


The Western Cartridge Co., East Alton, 
Ill. 
ber, long rifle cartridge, known as the 
“Lubaloy Marksman.” It is loaded with 
Lesmok powder, a non-corrosive priming 
and is Lubaloy coated. 





The company has also designed a win- 
dow trim for the hunting season of 1927. 
It is very attractive and has been painted 
by Lynn Bogue Hunt, the famous artist 
of hunting and fishing scenes. 





Duo-Cooker Condenses Steam 
Saves Valuable Ingredients 


The Duo-Cooker has been designed to 
condense the liquid contents of foods and 
return them, instead of permitting them 
to escape in the air. The lower part of 
the cooker is a thick cast aluminum pot 
with a water seal groove at its top. The 
top or cover, is a heavy nickel copper lid 
which condenses the steam and returns it 
to the pot below. The lid is filled with 
cold water which causes the condensation 
of the steam as it arises. 

The top part is lifted off to permit 


: ‘ f the bott t is 11 qt; 
is now manufacturing a new .22 cali- | . . —— q 


pipe can be seen in the illustration, that 
returns the condensed water. The capacity 
size 7 in. 











Se 


high; 10 in. in diameter and height over- 
all 13% in. It is made by the Duo-Uten- 
sils Co., 4339 Duncan Avenue, St. Louis, 





putting in or taking out of food. A small 








Mo. 








New Brush Catalog Issued 
Hanlon & Goodman Co., brush manu- 
facturers in Belleville, N. J., has issued a 
new catalog, No. 58. This company 
manufactures the ‘“Rubristo” brand of 
brushes and in this catalog many sizes, 
types and assortments are shown. Among 
the brushes that are illustrated and de- 
scribed are flat paint brushes, stucco 
brushes, varnish brushes, kalsomine brushes, 
paper hangers’ smoothing brushes, paste 
brushes, roof brushes, artist brushes, 

counter dusters and sweeping brooms. 


The Juvenile Pedal Roadster 
Carries Its Own Spare Tire 


The Toledo Metal Wheel Co., Toledo, 
Ohio, manufacturer of Children’s vehicles, 
announces a new juvenile pedal roadster. 
The body finish is hazel and Ottawa tan 
with red and brown striping. The 634 
in. disc wheels have rubber tires, with a 








| spare wheel carried on the running board. 
The fenders are die formed as well as the 


running boards. Among the equipment 
which is included with this vehicle are, 
motometer, nickled plated bumper, nickel 
plated radiator and head lights, license 
plate, spot light, and adjustable windshield. 

The length is 29% in., width, 13 in. and 
the height, 14% in. Packed one to a car- 
ton weighing 21 Ib. 
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Current Retail Business Better Than 1926 
Dealers in Metropolitan Territory Report 


NEW YorK, Sept. 13.—Dealers in the metropolitan territory reporting 
on current business, agree in the majority that August of this year 
was well ahead of the same month in 1926 and that business to date 
for 1927 is better than at the same time of last year. 
and jobbers in this section anticipate a substantial fall hardware 


demand. 


While there is some unemployment, wages are good and those em- 
ployed have steady work. Collections are slightly better. 


reporting August sales show new high records. 


Jobbers in this market are busy and expect retailers to buy in larger 
quantities, due to light stocks found in the average retail store. 
items are having a very steady demand. Advances are expected in all 
merchandise with a cotton base due to the rising market. 
prices are considered fairly steady. 





BATTERIES. — Strong demand con- 
tinues, particularly for radio batteries. 
Activities of downtown radio stores in 
the radio jubilee is attracting attention 
and helps the general sale of batteries 
and other parts. The proposed broad- 
casting of the coming Dempsey-Tunney 
fight is another stimulant to the sale of 
batteries. 


JOBBERS’ SyeT Are. TO RE. 
TAILERS, F.O.B. NEW RK: 

Dry cells, No. 6, fn type, 
po No. 7111, same type, 35%c. 
each. I 

B batteries, No. 767, $2.62 each; in 
units of 5, $2.44 each; No. 772 (ver- 
pr] type), $2.62 each; in units of 5, 
2.44 sn, heavy duty vertical type 
No. 770. $3. 40 each; in units of 5, 
$3.17 each. Layerbilt No. 486, $3.59 
each; units of 5, $3.33 each. 


BOLTS AND NUTS.—Local demand is 
steady. Prices are firm. Stocks are 
apparently adequate. 


JOBBERS’ Suet Aone x2. RE. 
TAILERS, F.O.8. NE YOR 
Carriage bolts, % nny! 6 and am 
50 and 10 off list. Larger, 50 per cent 
off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % x4 6 and smaller, 
50 off list; a to 1 by 30, 45 per 
cent off list; 1% to 1%, 30 off list. 
Coach screws, % by 6 and smaller, 
50 and NO off list. Larger, 50 off list. 
Step bolts, 50 per cent off list. 
DRAIN PIPE CLEANER.—Active de- 
mand continues at firm prices. New 
York stocks are ample. 


JOBBERS’ Quotes TIONS TO RE. 
TAILERS, F.0.B. NEW YORK: 

Economy plumber, drain pipe 
cleaner, $2.00 per dozen 1-lb. cans. 
Same in 2-lb. cans, $3.90 per dozen. 
The 1-lb. size is packed one, two 
and three dozen to a carton. The 
2-lb. size is packed in one and two 
dozen ‘cartons. 


FRUIT PRESSES.—A very active de- 
mand is expected as soon as the grape 
crop is on the market. Early orders 
have been very good. Prices are not 
expected to change. Local stocks are 
adequate. 


JOBBERS’ quoT see TO RE. 
TAILERS, F.O.B. NE YORK: 
Fruit presses, cast peli base and 
plunger, tinned, capacity 3 qt., $3.60 
each, capacity 6 qt., $4.50 each, 


time. 





same with removable steel legs, and 
12 qt. capacity, $6.20 each. 

Fruit presses, hardwood frame, 
varnished, oak tubs, No. 0, plain tub, 

Same with hinged tubs, 

22, $8.50 each; 
$10.50 each: No. = $13.50 
No. 24, $18.00 each 

Cherry stoners, No. 117, 90c. each 
and No. 118, $1.25 each. 

Meat juice extractors, 95c. each. 
Beef tea press, 65c. each; potato 
ricer, 37%c. each. 

Fruit crushers, galvanized steel 
hopper, aluminum frame and holder. 
capacity 50 Ib., $6.25 each; same with 
double roller and wood hopper, $10.00 
each; same as latter with fly wheel 
instead of handle, $11.25 each. 


FOOD CHOPPERS.—Good item at this 
Current business very good. 
Prices steady and stocks ample. 


JOBBERS’ QUOTATIONS ze. RE. 
TAILERS, F.O.B. NEW YOR 

Food choppers, Universal, ay 00, 
$1.25; No. 1, $1.52; No. 2, $1.86, and 
No. 3, $2.37 each. Universal meat 
chopper, $2.20 each. 

Russwin chopper, No. 1, $1.50 
ones No. 2, $1.83 each; No. 3, $2.33 


ea 
Roterprise meat a 
$2.25; No. 10, $3.82: "50,5 $8.00; 
ag 12, $3.65; No. 23, 38 36, sul No. 
» $7.75 each. 


LANTERNS.—Very good sale on — 
terns at present time. New York stocks 
appear satisfactory and prices are re- 
ported very steady. Good demand is 
expected to continue. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. NEW YORK: 

Lanterns, Hylo, 62%. each; Vic- 
tor, were globe. 66%c.; Victor, maby 
globe, 83%c.; Blizzard, No. 2, $1.0 
%; Monarch, ‘white globe, 66%c.; ha 
arch, ruby ove 83%c.: Little Wiz- 
ard, 75c.; Lite, 1.08%; D-Lite, 
with large fount, $1.19; Sport, 46c.; 

Junior oun $1.50: Buckeye, Dash 
Lamp, $1.16%, and No. 39, Railroad, 
$1. 58%, and No. 30, Beacon, $2.6214 
eac 

N. B.—On all except Hylo an al- 
lowance of 25 cents per dozen is 
made on order of three dozen or 
more. 


NAILS.—Fairly active. Published price 
is $3.35 per keg, base, on wire nails, 
but reports suggest that this price is 
being cut 10 cents and in‘quantity or- 
ders a little lower. 
apparently good. 


Both retailers 


Chain stores 


Staple 


Otherwise 


Local stocks are 





SASH CORD.—As reported previously 
in this section manufacturers recently 
raised the price. Local jobbers have 
not yet followed suit but will probably 
announce an advance very shortly. 
Present prices are considered too low. 
Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Sash cord, Samson spot No. 8, 70c. 
to 72¢c.; Aetna No. 8, 27c., and Phoe- 
nix No. 8, 35c. to 36c. 

No. 7 is le. higher and No. 6 is 8c. 


higher on all branGs. 


SCREWS.—At press time there is ru- 
mor of a new price showing a decline of 
5 per cent on quantity orders. Local 
demand is fairly good. Stocks are am- 
ple and until this price rumor was heard 
local offerings were all about the same. 


JOBBERS’ QUOTATIONS TO RE- 
baprionnnintns F.0O.B. NEW YORK: 
crews, flat head, bright iron, 75- 
20- SO: 10-10-10-10; round head, blued, 
721% -20-10-10-10- 40% 10; round head 
iron, nickel plated, 65-20-10-10-10-10- 
10; flat head, galvanized, 60-20-10- 
10-10-10-10; flat head, brass, 72%4- 
20-10-10-10-10-10; round head, brass, 
70-20-10-10-10-10-10. These discounts 
apply to standard screw lists. In 
package lots an extra 10 is allowed. 


STOVE SUN DRIES.—Elbows and 
stove pipe are very active. The remain- 
der of the line is reported as fairly ac- 
tive. Cooler weather will stimulate the 
demand for these goods. Prices are 
firm and stocks good in the New York 
market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Stove pipe, No. 28 gage, black iron, 
12 lengths in a bundle, 4 in., 13%4c. 
each; 4% in., 15c. each; 5 in., 16%4¢.; 
5% in., 18c.; 6 in., 21c. each. 

Stove pipe elbows, we it No. 
ry gage, 12 in a bundle, 4 13%c.; 

im, Meas & ™m., heey "by in., 
i c.; 6 in., 18c. each. 

pe dampers, ones iron, wooden 
handle, 4 in., eae. 4% in., wg i-* 
9c.; 5% in., 10c.; 6 in., 7%c.; 7 in. 
13c. each. 

Flue stops, tin rim, pera ad- 
justable steel hoops, 8 3/16 in. diam- 
eter, 12 in a box, 6%c. each. 

Stove pipe rings, tin, lacquered, 
rl = © a packase: 4 in., 3%c. each: 

in., 4%c.; 5% in., 
iiee.s "6 a 5e.; 7 in., 6c. each. 

Stove lifter and shaker, cast iron 
length, 8 in., 334c.; stove lifter, nickel 
ono age AE cold spiral handle, 12 in a 

ig Same with loop han- 
an if fn a box, 7%c. each. Stove 
= » _— plated, cold_ spiral 
andle, in a box, No. 7, 7c. 
each; No. . 16c. each. Neverbreak. 
19¢. each. Furnace pokers, wrought 
— ft., 66c. each; 4 ft., 84c.; 5 
$1. *0 and 6 ft., $1.16 each. 
tae scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Fire shovels, one piece steel, jap- 
anned, 3 in a bundle, No. 54, C.3 
No. 56, 5%c.; No. 57, 9c. each. Gal- 
vanized shovels, No. 256. 7%c.; No. 
257, lle. each. Extra heavy, one 
piece, japanned scoops, 6 x 9 in., 
capped end, 16%4c. each. Neverbreak 
fire shovel, 37c. each. 

Stove boards, 30 x 36 in., $1.40 
each; 32 x 42 in., : . x 
18 in., 58c.; 24 x 34 in., 71c.; 26 x 26 
in., 78¢.: 98 x 28 in., 88c.: 
in., $1. 03; 32 x 32 in., $1.22; 35 x 35 
in., $1.52 each. 
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From Harness to Hardware in 20 Years 


The “horseless carriage” caused W. C. Lyon to change 
harness making to hardware selling 


EAUTIFUL fixtures, intelligent sampling and ex- 
cellent lighting have contributed, to a large extent, 
in the success of the W. C. Lyon Co. in Durham, 

N. C. This store is an excellent example of a clean, 
orderly business-like and attractive hardware store. It 
is one of the best equipped and most attractive hardware 
stores in the South. 

The history of the company dates back about 20 years. 
W. C. Lyon then had a small harness shop, from which 
he equipped the teams from far and near. In those days 
the “horseless carriage’ was just beginning to be a 
serious problem. Much thought was given to the safety 
and reliability of such a vehicle. But the horse was des- 
tined to go, although not into complete obscurity. Mr. 
Lyon continued in the harness trade until 1916, when he 
decided to open a combined harness and hardware shop 


Business grew slowly. Step by step he added another 
line to his stock and another employee to the staff. When 
the store was opened there were only two employees, 
now there are seventeen. 

In 1924 the store was remodeled, redesigned and re- 
arranged. Items were sorted and sampled on wall 
panels. New cases, pyramid tables, panel doors and 
wall cases were purchased. It was not till well along in 
the summer of 1924 that the formal opening was held. 
Mr. Lyon was congratulated by all who came and saw 
this hardware store. 

The floor plan is well balanced. Inside the front 
doors are two horseshoe cases, one on either side, leaving 
a wide aisle down the center of the store. In these cases 
are shaving materials, cutlery and fancy glassware. Be- 
hind these cases, down the length of the store, are pyra- 
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mid tables on which glassware, crockery, aluminum, and 
agateware are arranged. Space is provided on the left 
for washing machines and refrigerators. 

In the wall cases on the left are sporting goods, elec- 
trical appliances, and, toward the rear, the paint depart- 
ment. This department is of especial interest. The com- 
pany formerly sold about $7,000 worth of paint a year. 
Not very long ago the products of a well known manu- 
facturer were stocked, and now the firm is doing in the 
neighborhood of $20,000 worth of paint business a year! 

On the right side of the store is the tool section, the 
miscellaneous merchandise and the builder’s hardware. 
Neat displays appear frequently on top of the shelving 
and wall panels. In the rear of the store is the large 
office, inclosed by glass partitions. A good view of the 
sales floor can be obtained from this point. 

The interior lighting system, of inclosed semi-direct 
lighting units, brighten up the display fixtures, adding a 











pleasantness to the atmosphere of the store. There is 
enough light to make the store attractive, without glare. 

The show windows are a great asset. Mr. Lyon values 
these windows, as far as sales making, to the extent of 
$10,000 a year. The entrance doors are recessed, allow- 
ing an island show case to be built in the center of the 
entrance. The windows are so designed that there is a 
broad sidewalk front and large sloping areas back to the 
doors. This makes it possible to arrange merchandise in 
the back of the window and yet have it very close to the 
glass. Window shopping is also encouraged by this 
method of window front arrangement. 

The windows are well arranged. When they are 
lighted and the store is closed, many people stop on their 
way down the street to view the excellent displays. The 
whole store reflects good taste and dignity. Associated 
with A. C. Lyon are W. A. Lyon, A. McCullen, Jr., 
and W. C. Lyon, Jr. 









Ralph Goeth 
Vice-pres. 





NNOUNCEMENT has recently been made that 
The Walter Tips Co., Austin, Texas, is to move 
into a new building, and at the same time will dis- 

continue the retail department. The jobbing end of the 
business has grown to such an extent that it makes this 
double action necessary. The new building, which is 
being erected at Second and Colorado Streets, Austin, 
Texas, is of modern construction and two stories and 
basement in height. It adjoins the Missouri Pacific 
Railroad, whose siding enters the Tips property. The 
value of the building and the property is about $158,000. 

In 1872 Walter Tips purchased the retail hardware 
business of Edwin Tips on Congress Avenue, Austin, 
Texas. The business grew steadily. In 1914 it was 
incorporated. A.C. Goeth, who was Mr. Tips’ son-in- 
law, was elected president. Mr. Goeth had been the 
manager of the store for many years before his eleva- 
tion to the presidency. He died on May 22, 1927, after 
several years of ill-health. 

George J. Groos, then vice-president and general man- 
ager, was selected to succeed Mr. Goeth. Mr. Groos 
has served the company for more than thirty-four years, 
starting as an office boy, then on the road for many 
years, vice-president and general manager and now he 
has the honor of heading the company. 


George J. Groos 
President Secretary 


The Walter Tips Company to Discontinue Retail Department 








Frank W. Posey 





[Niw Sour Toe THE WAL TER TIPS CO 
at BROTHERS aveatrects 








Other officers of this successful firm are Frank W. 
Posey, secretary and credit manager. Mr. Posey was 
the first stenographer employed in 1895. Roy R. Smith, 
purchasing agent and assistant secretary, started with the 
company in the shipping department in 1895. Alden 
Davis, director and manager of the auto supply depart- 
ment. Ralph Goeth is vice-president. Mr. Goeth is a 
grandson of Walter Tips and is the third generation as 
a director of the company, the Tips Engine Works and 
the Austin National Bank. 

Loyalty of employees to an organization is one of the 
greatest assets. The many men in the Tips organization 
who have remained faithful to their work through the 
past years is a sure indication that another successful 
year can be expected. The discontinuing of the retail 
department will only serve to increase their interest to 
further developing of the wholesale business. 
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Rural Deliveries Mean Sales tc 








S a special service to his customers, John L. Martin, 
a Washington County, Ohio, hardware merchant 
delivers goods to all parts of his territory. The 
locality being a rural one, the truck was usually com- 
pelled to travel a distance of ten or more miles, often 
carrying but a single article. This boosted transporta- 
tion costs, and was a money-loser for all concerned, but 
last autumn, Martin found that the trouble could be 
largely overcome by using his telephone. 
While consulting a map of the territory, one day, he 
discovered that his truck passed at least a score of farm- 
homes on every trip. The majority of these farmers 


owned telephones, and by paying a visit to the exchange, 
Martin was given permission to copy the rural numbers 
from the directory. These numbers were tabulated at 
the store, and now, when the truck is scheduled to start, 
Martin gives each of the farmers a ring. 

In most cases he finds them in need of nails, bolts, 
machinery-repairs, or sundry hardware items, and before 
the calls are completed he has sufficient orders to load 
his truck to full capacity. In this manner he makes 
deliveries all along a route, and besides reducing trans- 
portation costs, the stunt is constantly winning new 
customers. 





How Color Turned the Trick 


cDERMQNTT was not an artist. He was not an 
M advertising man although he did know the value 

of advertising. But—he was a salesman and a 
good one. And because he had the faculty of keeping 
his eyes open, he garnered more good will for his con- 
cern and brought in more orders than many an older 
man had before in the same territory. ¢ 

Mac had on his itinerary a prominent dealer whose 
orders were very small considering the possibilities in 
his particular neighborhood. Mac took one busy 
Saturday afternoon to study the proposition. It was 
simple. The dealer thought Mac’s product was O. K. 
but he thought the same of many others. He was not 
particularly strong on window displays because he didn’t 
want to pay the price of good window trims. Asa result, 
whenever his window displays did feature Mac’s product, 
they were dull, drab, and without life and attention- 
pulling power. 

Picking up a copy of a current magazine that laid 
near the cashier’s desk, Mac called the manager over. 
“T want to show you something. If you were an 
advertiser you would have your choice of using black 
or white pages in the magazine or pages in color; black 
and white pages cost less. If yo uhave the wrong idea 





about advertising and merchandising you would ignore 
the use of color as being too expensive—if you were 
shrewd enough to capitalize on the experiences: of others 
you would give color the consideration which is its due. 
Tests over a great many years have proved that the 
majority of color advertisements have from one and a 
half to many times the attention value and sales punch 
of black and white.” 

“Yes, but what’s that got to do with me?” said the 
manager. 

“Just this: Take that antique window display out 
as soon as you can. Put in a new one—lots of color, 
lots of pep. And—because I’m giving you the idea, I 
want you to put my product in there. You’ve got some 
good four-color window cards that our advertising 
manager sent you last week. I’ll give you a hand in 
fixing the display and I want you to keep a good check 
and see if it doesn’t produce results.” 

The display brightened up the window and moved 
what was formerly a slow moving stock. The manager 
was convinced, and the salesman not only increased the 
good will of that dealer for his concern, but opened the 
way to large re-orders in the future —Meredith’s Mer- 
chandising Advertising. 
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Revised Tap Bolt Price List 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION—List prices are in accordance with recent revision of April 1, 1927. To de- 
termine net selling or buying price on any size, this chart offers a direct short cut. For example: 
Assume a desired discount of 40 per cent on 7%-inch diameter tap bolts, 2 inches in length. 
Find the length line and follow along until you reach the 40 per cent discount column—here you 































































































































































































find the answer, 1008. Other discounts and lengths are determined in the same manner. List 
prices are per 100. 
¥%” Diameter Per 100 1” Diameter Per 100 
Length} List | ee ae Length) List bs. wr oens non 
10 | 20 | 25 | 30 | 33%] 40 | 50 | oo | 70 | 10 | 20 | 25 | 30 | 33%| 40 | 50 | 60 | 70 

1% | 1500 | 1350 | 1200 | 1125 | 1050 | 1000 | 900| 750] 600/ 450| | 1% | 2000| 1800 | 1600 | 1500 | 1400 | 1334 | 1200 | 1000] 800] 600 
1% | 1590 | 1431 | 1272 | 1193 | 1113 | 1060 | 954 | 795 | 636 | 477° 13 | 2100 | 1890 | 1680 | 1575 | 1470 | 1400 | 1260 | 1050 | 840| 630 
2 1680 | 1512 | 1344 | 1260 | 1176 | 1120 | 1008 | 840 | 672] 504 2 2200 | 1980 | 1760 | 1650 | 1540 | 1467 | 1320 | 1100 | 880] 660 
2% | 1770 | 1593 | 1416 | 1328 | 1239 | 1180 | 1062 | 885 | 708| 531° 2%, | 2300 | 2070 | 1840 | 1725 | 1610 | 1534 | 1380 | 1150 | 920] 690 
2% | 1860 | 1674 | 1488 | 1395 | 1302 | 1240 | 1116 | 930 | 744| 55 2% | 2400 | 2160 | 1920 | 1800 | 1680 | 1600 | 1440 | 1200 | 960| 720 
2% | 1950 | 1755 | 1560 | 1463 | 1365 | 1300 | 1170| 975 | 780| 585° 2% | 2500 | 2250 | 2000 | 1875 | 1750 | 1667 | 1500 | 1250 | 1000| 750 
3 2040 | 1836 | 1632 | 1530 | 1428 | 1360 | 1224 | 1020| 816 | 612 3 2600 | 2340 | 2080 | 1950 | 1820 | 1734 | 1560 | 1300 | 1040] 780 
~ 3% | 2130 | 1917 | 1704 | 1598 | 1491 | 1420 | 1278 | 1065 | 852| 639 3% | 2700 | 2430 | 2160 | 2025 | 1890 | 1800 | 1620 | 1350 | 1080 | 810 
3% | 2220 | 1998 | 1776 | 1665 | 1554 | 1480 | 1332 | 1110] 88s | 666 3% | 2800 | 2520 | 2240 | 2100 | 1960 | 1867 | 1680 | 1400 | 1120 | 840 
3% | 2310 | 2079 | 1848 | 1733 | 1617 | 1540 | 1386 | 1155 | 924] 693 3% | 2900 | 2610 | 2320 | 2175 | 2030 | 1934 | 1740 | 1450 | 1160 | 870 
4 | 2400 | 2160 | 1920 | 1800 | 1680 | 1600 | 1440 | 1200 | 960| 720 4 3000 | 2700 | 2400 | 2250 | 2100 | 2000 | 1800 | 1500 | 1200 | 900 
4% | 2490 | 2241 | 1992 | 1868 | 1743 | 1660 | 1494 | 1245 | 996| 747 4% | 3100 | 2790 | 2480 | 2325 | 2170 | 2067 | 1860 | 1550 | 1240 | 930 
4% | 2580 | 2322 | 2064 | 1935 | 1806 | 1720 | 1548 | 1290 | 1032 | 774 4% | 3200 | 2880 | 2560 | 2400 | 2240 | 2134 | 1920 | 1600 | 1280 | 960 
4% | 2670 | 2403 | 2136 | 2003 | 1869 | 1780 | 1602 | 1335 | 1068 | 801 4% | 3300 | 2970 | 2640 | 2475 | 2310 | 2200 | 1980 | 1650 | 1320] 990 
5 2760 | 2484 | 2208 | 2070 | 1932 | 1840 | 1656 | 1380 | 1104 | 828 5 3400 | 3060 | 2720 | 2550 | 2380 | 2267 | 2040 | 1700 | 1360 | 1020 
Copyright 1927, Hardware Age 








Otherwise O. K. 


Here is the letter of a retail merchant to his wholesaler 
in answer to a dun: 


My dear Friend: 

I beg leave to inform you that the present shattered 
condition of my bank account makes it impossible for 
me to send you a check in response to your request for 
funds for the “Age and Decrepit Army Worms.” 

The state of my present financial condition is due to 
the effect of Federal laws, State laws,, County laws, 
Corporation laws, By-laws, Brother-in-laws, Sister-in- 
laws, Mother-in-laws and Outlaws, that have been foisted 
upon an unsuspecting public. Through these various 
laws, I have been held down, held up, walked on, sat 
on, sand-bagged, flattened and squeezed until I do not 
know where I am, what I am, who I am, or why I am. 

These laws compel me to pay a merchant tax, capital 
stock tax, excess profit tax, income tax, real estate tax, 
property tax, state auto tax, city auto tax, gas tax, water 
tax, light tax, amusement tax, cigar tax, cigarette tax, 
street tax, real tax, school tax, surtax, syntax and carpet 
tacks. 

In addition to paying these taxes I am requested and 


required to contribute to every society and organization 
that the inventive mind of man can organize. To the 
society of the St. John the Baptist, the Women’s Relief, 
the Navy League, the Children’s Home fund, the Police- 
men’s Benefit, the Dorcas Society, the Y. M. C. A., the 
Y. W. C. A., the Boy Scouts, The Jewish Relief, the 
Belgium Relief, the Near East Relief, the Gold Diggers 
Home. Also, every hospital and every charitable institu- 
tion in town, the Red Cross, the Black Cross, the White 
Cross, the Purple Cross and the Double Cross. 

The government has so governed my business that I 
do not know who owns it. I am suspected, expected, 
inspected, disrespected, examined, re-examined, in- 
formed, required, commanded and compelled until all 
I know is that I am supposed to provide an inexhaustible 
supply of money for every known need, desire or hope 
of the human race and because I refuse to donate all I 
have and go ouit and beg, borrow and steal money to 
give away, I am cussed, discussed, boycotted, talked to, 
talked about, lied to, lied about, held up, held down and 
robbed, until I am nearly ruined, so the only reason I 
am clinging to life is to see what in the H is coming 
next.—Sylvania, (Ga.,) Telephone. 
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Hot off the Naif Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 








Dan—“Where are you off to, Ben?” 

Ben—“I’m going to see the doctor. I 
don’t like the look of my wife.” 

Dan—“T’ll come wi’ ye—I don’t like the 
look o’ mine.” 


The bride (at the. telephone)—“Oh, 
John, do come home. I’ve mixed the 
plugs in some way. The radio is all 
covered with frost and the electric ice box 
is singing ‘Way out West in Iowa.’”— 


Life. 


“If you kiss me again, I shall tell 
father.” 

“That’s an old tale. 
it,” and he kissed her. 

She sprang to her feet. “I shall tell 
father,” she said, and left the room. 

“Father,” she said softly to her parent 
when she got outside, “Mr. Bolder wants 
to see your new gun.” 

“All right, I'll take it in to him,” and 
two minutes later father appeared in the 
doorway with his gun in his hand. 

There was a crash of breaking glass as 
Mr. Bolder dived through the window, 
and he has not been seen since. 


Anyway, it’s worth 


First Diner: What do you see in that 
waitress that makes you want to sit at 
this table every day. 

Second Ditto: Well, she has such a 
fetching way with her. 


Angry Wife: What would you think if 
I came in drunk? 

Inebriated Husband: I’d shay you had 
too much 1-liquor. 


A colored cook came home after mid- 
night from a revival meeting shouting at 
the top of her voice. Her employer, let- 
ting her in, said: 

“Aunt Mandy, this is all foolishness. 
Religion shouldn’t be so noisy. Tell that 
preacher of yours to give a sermon on 
the building of King Solomon’s temple, 
which arose without even the sound of a 
hammer. And remember, that real religion 
is quiet and peaceful.” 

“Lawd, honey,” answered Aunt Mandy, 
“Us niggers ain’t aimin’ to build no temple 
yit. We is jes’ blastin’ now!” 


Johnny: “Is that a lion or lioness, 
papa?” 

Father: “Which one dear?” 

Johnny : “The one with its face scratched 
and the hair off its head.” 


Father: “That must be the lion.” 


Life is a grind-stone and whether it 
grinds a man down or polishes him up, 
depends on the stuff he’s made of. 


Captain (to gunner): “See that man on 
the bridge five miles away?” 

Gunner: “Ay, Ay, Sir.” 

Capt.: “Let him have a twelve inch in 
the eye.” 

Gunner: “Which eye, sir?” 

An Alabama darky was telling a friend 
of a certain church service he had at- 
tended. 

“De preacher wasn’t feelin’ so good last 
Sunday,” he said, “an’ he made de stove 
preach de sermon.” 

“Made de stove preach?” 

“Yessuh; made it red hot from top to 
bottom an’ den he tells de sinners to take 


+9” 


a good look at it an’ go to thinkin’! 


The man and the girl were saying good- 
night on the doorstep when a window 
above them was pushed suddenly open and 
a weary voice said, “My dear sir, I have 
no objection to your coming here and sit- 
ting up half the night with my daughter, 
nor even your standing on the doorstep 
for two hours saying good-night, but out 
of consideration for the rest of the house- 
hold who wish to go to sleep, will you 
kindly take your elbow off the bell-push ?” 


Pat was arrested for being intoxicated. 
On being brought before the Judge he 
was asked by the Court what he was there 
for. 

Pat: “Your Honor, I was arrested for 
being intoxicated.” 

Judge: “Pat, where did you buy the 
liquor ?” 

Pat: “Your Honor, I did not buy it. A 
Scotchman gave it to me.” 

Judge: “Thirty days for perjury.” 


I often pause and wonder, 

At Fate’s peculiar ways, 

For nearly all our famous men 
Were born on holidays 


Two friends were having an indignation 
meeting of their own. Both had suffered 
domestic strife and now they were com- 
paring notes. 

“Aren’t women the limit?” growled the 
first. “We husbands don’t know anything 
at all and our wives know everything.” 

“Well, said his companion in misery, re- 
luctantly, ‘there’s one thing my wife ad- 
mits she doesn’t know.” 

“What on earth is that?” 

“Why she married me.” 


Manager to Stenographer: “Write an 
order to Smith-Brown & Co. for two 
lengths of Air Hose.” 

After making several pot-hooks and 
scratches the Stenographer placing an or- 
der form in the typewriter, transcribed 
her notes as follows: 

“Please furnish us the following ma- 
terial: ‘Two Links of Air Holes’.” 


The Exact Answer 

The witness had been cautioned to give 
more precise answers. 

“We don’t want your opinion of the 
question,” the judge told him. “We want 
it answered—that’s all.” 

“You drive a wagon?” asked the prose- 
cuting attorney. 

“No, sir, I do not,” was the decided 
reply. 

“Why, sir, did you not tell my learned 
friend but a moment ago that you did? 

“No, sir, I did not.” 

“Now, I put it to you, my man, on your 
oath. Do you drive a wagon?” 

“No, sir.” 

“Then what is your occupation?” asked 
the State’s attorney, in desperation. 

“I drive a horse,” was the reply. 


The Chief Aim of Man Is 
At 4 To wear pants. 
At 8—To miss Sunday School. 
At 12—To be president. 
At 14—To wear long pants. 
At 18—To have monogrammed cigar- 
ettes. 
At 20—To take a show girl out to sup- 


per. 
At 25—To have the price of a supper. 
At 35—To eat supper. 
At 45—To digest supper. 
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The best known 


and known as 
THE BEST 


QRTENTED. 
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KELLY AXE MFG CO 
( CHARLESTON VV AVE.) 
On Un —: Woe, 


PERFECT AXE AX XE 


The World’s Finest 


Kelly Axe & Tool Co. 
Charleston, W. Va., U. S. A. 
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Everybody’s Business 


(Continued from page 49) 


authority. There is no indecision as regards what :s to 
be done—each organ acts definitely and promptly. 

“In the operation of the human body there is no 
passing the buck, and there is no butting in by major 
officials in the work of other major officials, nor in the 
work to be done by minor officials. The body is a ‘we’ 
proposition and not an ‘I’ affair. It concentrates, placing 
within a function all the factors that affect its per- 
formance. Fingers are not under the jurisdiction of 
the lungs, and the stomach is not ordered about by the 
heart. There is no element of know-it-all by the major 
officials of the body. Advice from every source is given 
respectful attention and acted upon promptly. At 
precisely the right moment, the body transfers work. 

“The Bible says: ‘Go to the ant, thou sluggard; con- 
sider her ways, and be wise.’ Let me suggest that a 
similar truth may be stated with reference to the benefits 
that would accrue to organized business from making a 
study of the human body. Capital and labor fight be- 
cause neither fully understands the theories upon which 
good organization must rest and round which it must 
be developed. 

“What a grand mixup there is today in many corpora- 
tions where the performing machinery and the service 
machinery have been merged under a single head. This 
situation is practically the same as if the hands and feet 
and heart and liver were all a part of the same function. 


Just think what would happen to the human body if the 
hands or feet had to wait until the heart pumped a 
certain amount of blood or the stomach digested a 
definite quantity of food. 

“In an efficient industrial organization, just as in the 
human body, routine performance must proceed unham- 


pered and without interruption. Service must be 
rendered and requirements anticipated. The two must 
be directed and coordinated by some agency which can 
rely for information and advice on experts or specialists 
who are in possession of the required knowledge to 
reason, conclude and act. 

“When the body organization violates any of the laws 
of health and nature, trouble quickly results. Likewise 
in business every violation of accepted principles brings 
confusion and waste. Things are disarranged the 
moment the big boss fails to place responsibility on the 
proper people. Each worker must be held accountable 
for certain results and must have authority to get them 
in his own way. It is the results that count, not the 
methods used. The executive who succeeds uses man- 
building methods which develop doers—not detail- 
chasing tactics which develop leaners. He never departs 
from the policy of giving full credit for work well done, 
and as a result this same policy quickly extends on down 
the line until it permeates the whole organization.” 

Having ended his interesting exposition of business 
philosophy, the doctor settled comfortably back in his 
chair and looked rather skeptically at the notes I had 
scribbled on the pad that lay before me. “Don’t take 
me too seriously,” he added. “You know it is only 
human nature for one to believe that he might improve 
on the methods of the other fellow. The comedian 
always aspires to play parts that are tragic.” 

Looking at his watch, the doctor left hurriedly, so he 
failed to hear the comments of the two highly successful 
corporation executives seated at the table. 


“Interesting thoughts, cleverly presented,” said the 
sales manager. ‘Good idea, that of imitating the handi- 
work of the Master Designer. If one organ of the 
body, such as the eye, has given us the basic knowledge 
needed to develop a wonderful photographic apparatus, 
then surely this same model may contain interesting 
possibilities for improving on the designs of present 
industrial organizations. 

“You're dead right,” said the manufacturer. “When 
Bell got his idea for the telephone, practically all of his 
time for several months was given up to a study of 
casts that showed as nearly as possible the human skull 
with every detail of our hearing mechanism. I remem- 
ber an interesting talk given by an eminent automotive 
engineer. He suggested the use of the human body as 
a guide in mechanical work. Said that within us is the 
most amazing system of devices ever assembled in a 
single unit. Some parts turn like bearings, others move 
up and down like pistons and quite a number give all 
of their attention to controlling and regulating the opera- 
tions taking place on every side. 

“Tt would probably be a good thing for all of us if 
we were to regard our bodies as machines for getting 
the energy out of food and using this energy to do 
various kinds of work. Such a viewpoint would certainly 
make it easier for the average person to understand 
many of the disorders that upset health and destroy 
individual efficiency. We know that the digestive 
apparatus is the body’s power house; the muscles are 
the engines that do the work; the bones are the levers; 
and in all of the joints are ropes and belts and pulleys. 
We are aware that none of the muscles ever push—they 
always pull, and they do this by shortening their length. 
But no one can explain why this contraction takes place. 
In fact, we know very little about the operation of the 
glands and practically nothing at all about the ways in 
which the nerves of the organs of sense receive their 
sensation.” 

“Well, it was a profitable hour,” said the sales manager 
as we arose from the table. “I have a couple of ideas 
in my mind that I want to work out.” 

On the way back to the office I could not help but 
think how foolish it is for any one to believe that no 
worth-while suggestions concerning his particular busi- 
ness can be obtained from people outside his own 
industry or profession. 





Sports Timer Does Double Duty 


A combination watch and stop watch 
is being manufactured by the New Haven 
Clock Co., New Haven, Conn. The Sports 
Timer will tell any period of time from 
one second to twelve hours. Being a de- 
pendable timepiece as well as a stop watch 
makes it of value to all sportsmen. A 
touch on the slide on the upper left edge 
of the case makes it ready for timing; 
another touch and it acts as a regular 
watch. 

The case has a nickel finish and is octa- 
gon in shape. 
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~a quarter turn and 


Here is a patented vise that is a real 
time-saver. And it’s so simple! The 
moving jaw slides back and forth full 
length of the guide rod, without turn- 
ing. Readjustment to accommodate 
articles of any size is made in a jiffy. 
A simple quarter turn of the handle 
re-engages the nut and gives a contin- 
uous screw. 


Send for the R-W Catalog 
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The patented, two-piece, 
cam-operated nut permits 
instantaneous adjustment 
at any point. Nut is re- 
leased or engaged by a 
quarter-turn of the handle. 








New York + + + AURORA, ILLINOIS, U.S. A. Chicago 
Boston Philadelphia Cleveland  Cinci is St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los yee od ro Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 


LARGEST AND MOST COMPLETE LINE OF 


DOOR HARDWARE MADE 
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The Present Craze for Volume 


LTHOUGH a tremendous amount of merchandise 
is being produced and moved into the hands of 
consumers, yet the indisputable fact remains that 

a very large percentage of it is being handled without a 
living profit to those engaged in moving same through 
the various channels of distribution. 

The volume fetish has taken strong hold on all factors 
and profits are being sacrificed everywhere in the hope of 
getting it. This idea of cutting your prices in the hope 
of stimulating a great volume and thus in the end making 
a great deal larger profit is loaded with dynamite and has 
probably in the past been the cause of more failures in 
business than any one other thing. 

A certain price is set conducive to doing a certain 
volume of business; when the smoke clears away it is 
found that volume failed to come up to expectations and 
profits are nil. Is it not far better to be content with a 
smaller volume of business on which there is a decent 
profit, and at the same time getting the overhead in line 
with this volume, rather than to plunge ahead in a great 
attempt to get volume, greatly increase the overhead, 
and then if the attempt fails, find yourself practically 
eliminated from business? 

We know that there has always been two schools of 
thought and action with regard to doing business. One 
uses the system of taking an already accomplished volume 
of sales as a criterion and compelling the overhead ex- 
pense to get in reasonable line thereto; while the other 
allows these expenses to be greatly increased in the hope 
of offsetting them by an increase in the volume sufficient 
to take care of them and also allow a greater final net 
profit. 

Now, it will be admitted that the followers of the first 
method are often too conservative, no doubt; but it is 
well to bear this in mind: that we are now in a phase of 
business that must eventually pass although this does not 
mean that we are going back to old methods or stan- 
dards. Business cannot live without decent profits. The 
vast majority of business now is not getting those profits 
and therefore there must and will be various adjust- 
ments. 

The mass production idea has been overworked. It is 
primarily responsible for the lack of profits all down the 
line. It has no doubt played into the hands of chain 
stores, mail order houses, etc., and all the other elements 
which the independent merchants have to meet in com- 
petition, but bear this in mind: the day of the independent 
merchant and manufacturer is not done. Things are 
right now shaping themselves for his powerful come- 
back. 

The great manufacturers with their vast outlay for 
plant and equipment, overhead and depreciation, and fol- 
lowing out the extreme quantity production idea, are in 
most lines engaged in a desperate struggle for supremacy 
and survival. The smaller manufacturer who goes along 
in a conservative manner, making a profit on what he 
does sell, watching his expenses, and carrying on gener- 
ally in such a way that he can stay in the procession is 
going to find one of these days that he is sitting pretty. 

For the independent merchant the same thing goes. 
All is not as well with the chain boys as some people 
like to imagine. The more spectacular things we have 
been hearing about. We don’t hear so much about some 
of the other things that are a great deal more significant. 
Chain stores have now been in operation long enough 


that a number of their weaknesses are becoming appar- 
ent. The managements are finding out there are limits 
to which the thing can successfully be carried. Mass 
merchandising as well as mass production is bringing its 
difficulties. 

There has been too much of a hullabaloo about the 
wonders of mass production and selling. There has 
been too much talk about the certain demise of the inde- 
pendent merchant and manufacturer. Don’t be too sure 
of this. There is another day coming. 

Let the above carry on in a conservatively progressive 
manner, not falling for the seductive, but fundamentally 
fallacious idea of giving away three-quarters of a legiti- 
mate profit in the hope of enticing in enough one-quarter 
profits to make up the deficit and a lot more besides. 
Let him watch his expenses like a hawk, keeping them 
strictly in line with the amount of business he can rea- 
sonably do on a legitimate profit basis, not a cut-throat 
basis, and although no doubt the road will many times 
be terriby rough and discouraging, and the temptation 
great to try something spectacular, nevertheless in the 
end he will come much nearer to riding out the storm, 
and after a while to cash in on the opportunities that will 
be his, than if he falls for a lot of the hokum now float- 
ing about in the name of sound merchandising advice. 


Bentonville, Ark. H. J. MILver. 


1331 West F Street. 


Pierce’s Auto Accessories 


Department 
(Continued from page 56) 


pace with the trends and buying wants of the ever- 
increasing motoring public. 

Taunton has a population of approximately 36,000 and 
has naturally the usual type of competition on auto ac- 
cessories as well as on other hardware lines. Pierce’s 
annual sales on motor goods is a little better than $20,000 
with a large part of the trade being done among garage 
and service station mechanics. 

The bulk of the displayed auto accessory stock is 
found half way down the left-hand side of the store. A 
show case and the wall panels directly in back of the case 
show the various items to advantage. A little further 
hack, an open display table features luggage carriers, 
jacks, pumps, spark plugs, fan belts, lamps, and wind- 
shield cleaners. Each item bears a visible price card. 


~ The display is varied at regular periods so that in the 


course of two or three months practically every number 
in stock is shown on this table. 

Mr. Pierce has found the open display table as effec- 
tive as a good window display. Motorists and mechanics 
both note the table and have a profitable habit of stop- 
ping to inspect the goods on view. During the rainy 
weather, skid chains, side curtains and windshield clean- 
ers enjoy a preferential display location. In the cold 
weather these and radiator covers, anti-freezing solutions 
and driving gloves are given extra prominence. 

In the touring season the table will feature lunch 
kits, vacuum bottles, folding cook stoves, flashlights 
luggage carriers and a suitable show card suggesting a 
complete set of emergency equipment and picnic outfit 
for summer touring. 
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Distinctive, New Designs in Alarm Clocks 


and Clocks-with-Alarm 


True Time “Jellers 





Charming Clocks sellingly Displayed! 


HE No. C124 Selection consists of twenty-four (24) s 


cially selected, 


Toaick selling True Time Tellers, varied in designs, sizes, finishes, and dials, 
that are pleasing tothe eye, and their moderate prices make them ready sellers. 
There are only 14 nickel alarm clocks for bedroom, kitchen and general ser- 
vice. There are 10 exclusively designed clocks-with-alarm that are especially 
suitable for the library, den, office, boudoir, guest’s room and student’s room, 
for the businessman’s desk and milady’s writing table and for géfts, prizes, etc. 





Summary of No. C124 ae 
Clock Selection— Price 
2 Gothic Jr., Gold Dial .................. $2.50 
1 Gothic Jr., Gold Radium Dial ......... 3.15 
2 Square Jr., Silver Dial.........sccee0s- 2.20 
1 Square Jr., Silver Radium Dial......... 2.85 
2 Tell-Tale, [Square] White Dial ........ 1.40 
2 Tell-Tale, [Square] Radium Dial ...... 2.05 
ee eS | eee 2.20 
1 Pie a oe Radium Dial 2.85 
3 Tick-Tock, White Dial 1.70 
2 Tick-Tock, Radium Dial 2.35 
4 Tom-Tom, White Dial ................ 2.20 
2 Tom-Tom, Radium Dial 2.85 
1 C124 New Haven Alarm Display Case xxxx 


A Total of $25.90 on an Investment of only........ 





Total Total 
Dealer’s Consumer's Retail 
Cost rice Value 
$5.00 $3.75 $7.50 
3.15 4.75 4.75 
4.40 3.25 6.50 
2.85 4.25 4.25 
2.80 2.00 4.00 
4.10 3.00 6.00 
4.40 3.25 6.50 
2.85 4.25 4.25 
5.10 2.50 7.50 
4.70 3.50 7.00 
8.80 3.25 13.00 
5.70 4.25 8.50 
XXXX XXXX XXXX 
ET yk Retail Value $79.75 


Order From Your Jobber Today! 


q 


56 


ae 


ae 


52 


6. 





56. 


se 


56. 


56. 


56 


a6 











wv 





This Handsome 
Display Case 
FREE 


with each selection of 
NEW HAVEN’S 


Unusual Alarm Clocks 
and Clocks-with-Alarm 


No. C124 


RUE Time Teller Alarm 
Clocks have many exclu- 
sive refinements. Every 
True Time Teller is created in 
observance of the standards of 
clock craftsmanship that for 
110 years have assured the lea- 
dership of New Haven Clocks. 


Superior Features of the 
Latest New Haven 
Alarm Clocks: 


Distinctive beauty of de- 


sign; artistic hands; or- 
nate numerals. 


_ 


2 Mellow-toned alarm with 
shut-off. 


Shaped bell on back. 


> Ww 


Thin-model case, dust- 
proof; patented design. 


Full-vision dial. 


w 


6 Forty-hour movement. 


| 


Dependable timekeepers, 
all. 


Display these nationally adver- 
tised True Time Tellers. They'll 
sell because they have the 
quality that wins sales! 


The Display Case is 1614 inches 
long, 18 inches high and 84 
inches deep, made of metal, of 
strong, durable construction, 
attractively finished in dull ma- 
hogany, full vision front glass. 


The clocks are placed on the 
shelves, and fit snugly into cut- 
outs specially designed for each 
clock, preventing disarrange- 
ment of dlipiny. 


Each shelf is equipped with 
hinges, tilting back with ease. 
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Copr. 1927, N. H C. CO. 


THE NEW HAVEN CLOCK CO. 


NEW HAVEN, CONN. 


Makers of Good Clocks and Watches for more than five generations 
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Small Door Catches 


FOR CUPBOARDS AND CABINETS 
No. 1816 Also Practical for Window Screens 


Look this new one 
over carefully. It has 
no superior. Easily 
applied. Indestruc- 
tible. Strike plate can 
be applied to wall or 
shelf of cabinet. 





No. 1816—Brass Strike Plate, Steel, Brass Plated Spring 
Packed 3 Doz. in a Box, with or without Screws 


ABSOLUTELY PRACTICAL. TRY SOME 
a For light doors. 

4 = High grade varnish proof 
i 5 brass shell and spring, steel 
plated nose and striker. 


No. 698—%%” Made Also in 5/16” and 2” and in the 
Adjustable Type 


Packed 3 Doz. in a Box, with Pins. 





ELBOW CATCH 
STEEL 
Strong spring 
These catches are free 
from friction. They 
do not stick. 


ae 


No. 1815—Packed 3 Doz. in a Box, with or without Screws 








For Heavy 
Doors %” or 
thicker. 

A Strong, 


Sturdy, Durable 
Catch. 


Made in Brass 
or Steel. 
Packed 3 Doz. 
in a Box, with 
or Without 
Screws. 


No. 699 in Brass—No. 0699 in Steel 











All illustrations full size 


THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 





























Sells 40 Electric Drills Out of 
the Window 


HE Western Iron Store of Milwaukee has found 
_& that it can speed up the supplying of the existing 
demand among those who use electric drills. The store 
gets a very prompt and favorable response from the me- 
chanics who use drills in their trade simply by remind- 
ing them that the store has them in stock. Recently this 
reminder consisted of a window display containing 5 
drills of various sizes, each labeled with a large placard 
giving the price. -As a direct result of this window, 40 
drills were sold in 10 days’ time—a total sales volume of 
approximately $1,600—to plumbers and auto mechanics, 
who merely needed to be told where they could buy what 
they wanted. 

Every hardware store carries a certain amount of 
merchandise for which the demand in the community is 
more or less fixed. The more expensive and high grade 
mechanics’ tools fall into this category—a man either 
has a real use for an electric drill, for example, or he 
hasn’t. For the man who has absolutely no use for one, 
no amount of advertising or bargain prices is going to 
cause a purchase. 

Unfortunately a good many dealers, feeling that the 
sales possibilities of this class of merchandise is limited, 
relegate it to some back corner of the store and literally 
“let it sell itself.” 


Displaying Bathroom Accessories 


3athroom accessories, or plumbers’ jewelry, as they 
have been called, are not in themselves what one would 
call works of art. Their beauty lies in their spotless, 
clean appearance. 

The manner of displaying these fittings may detract 
from or enhance this beauty, as the case may be. Spe- 
cial care in their arrangement and display makes them 
appear attractive and alluring to the prospective cus- 
tomer. 

Unless each fitting is scrupulously clean and shiny, all 
the care in the world in displaying them will be worth- 
less. When arranged neatly and far enough apart on a 
rack covered with dustless black velvet, they show off to 
splendid advantage and make a special appeal to the 
housewife. Such a background also apparently enhances 
their quality. 

If inclosed in a show case, of which the glass is 
spotless and highly polished, the accessories will be still 
more attractive and the term “plumbers’ jewelry” may 
well apply to them. 
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Two Cards, Two Chairs, 
Two Offices 


(Continued from page 45) 


Had he any schooling? 

For two years. He was placed in a grammar school at 
the age of 8, and later a school for writing and arithmetic. 

Was he an apt pupil? 

Yes, in the grammar school he soon rose from the middle 
to the head of his class. 

What was his chief weakness? 

He failed in arithmetic. 

What occupation was chosen for him? 

As the tithe of his father’s sons, he was intended for the 
ministry. 

How long after leaving school did he work for his father? 

Two years. 

What happened then? 

At the age of 12 he was apprenticed to his brother James 
to learn the printing business. 

a 


Now, Franklin has become the patron saint of the 
printers, but he might as well be the patron saint of 
hardware men because among his other inventions was a 
Franklin stove and a street lamp. Some of the other 
things Franklin did while he was resting were as follows: 


He organized in Philadelphia the first circulating library in 
the United States. 

He organized the first street cleaning department. 

He was the first Postmaster General of the United States. 

With his celebrated experiment of the kite and the key, he 
discovered that lightning and electricity were the same. 

His first job was with his uncle in a cutlery shop in Boston. 
He then became a printer and after that, a publisher. He 
wrote “Poor Richard’s Almanac.” He made his own busi- 
ness profitable and then organized other businesses of the 
same kind in the Colonies, financing the men he placed in 
charge and giving them a period of years to pay him back. 
In the meantime, he shared in the profits of these businesses. 
This was the original chain store system in the United States. 

At 42 years of age, having acquired a competence, he re- 
tired to devote the rest of his life to public service. He was 


a member of the Continental Congress, also of the Constitu- | 
tional Convention and, as stated above, spent years as our | 


representative in England and France. While in France, 

through his popularity and tact, he raised large sums of 

money for the benefit of the Colonies. 

He was a voluminous letter-writer and some 18,000 papers 
signed by him are on record. All of the events of his life, 
therefore, have been very clearly outlined and much more is 
known about him than about other great Americans of his 
period. 

Madame Brillon was one of his “lady friends” in Paris. 
Among his effects were found 119 love letters from this 
charming and witty woman. Many of these letters are re- 
produced in this book and I am sure if you read them that 
you will wish you also had had the privilege of knowing 
Madame Brillon. But alas, at the same time, history records 
that Benjamin was also corresponding with other ladies! 
Russell states that probably no man in history understood 
women better than Benjamin Franklin. Incidentally, the 
titled and high-born lady friends of Franklin were of great 
practical help to him in raising money in France. 

But read the book. It will not only instruct you, but 
will give you many a hearty laugh. One of Franklin’s 
maxims was: “/f you wish to gain the good will of a 
man, just have him do you a favor.” 


Competition 
Samuel Reyburn, president of Lord & Taylor, made a 
very shrewd observation when he said: 
“The man who talks most about competition is usually 


the man who is neglecting what he can do most efficiently 
in order to buck what another man can do better.” 









































More than 
three thousand 
sold daily 


A remarkably success- 
ful item that has made a 
place for itself in an 
almost uncountable num- 
ber of homes—and 
strictly upon its merits. 





National advertising 
has greatly stimulated 
interest and gained wide- 
spread attention, but the 
Everedy Capper itself 
has supplied the closing | 
argument that made the | 
sales. 








The Everedy is a ‘“‘corking 
good capper’? any way you look 
at it. Give it a chance among 
= your well displayed wares, and 
3 will —. new ere records 
W ei or you. Four models—prices 
Pe pr ee $1.50, $1.40, $1.35 and $1.25, a 
reduction of 15 to 25 cents from 
last year’s prices. 


THE EVEREDY CO. 
Frederick Md. | 
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EVEREDY 


Strainer Set 


Strains and filters jellies and 
beverages. Fits any size ket- 
tle or crock. Consists of 
Stand, Strainer Bag and 
Filter Bag. Complete in dis- 
play carton, $1.25. ° 

















Syphon Filter 


Filters and syphons at same 
time and does a better job, 
Consists of metallic float, 
filtering cloth disc, stretcher 
ring and hose clamp—hose 
not included. In displav 
carton, price $1.00. 
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A Complete 
Line of 
Cleaners 


Through 
Hardware 
Dealers 


T won’t be long now before you will 

see our page advertisement in this 
magazine telling you about our new 
Presto Products to be sold only 
through hardware channels. 


Ten quality products, all guaranteed, 
three of them, Presto Pipe Opener, 
Bowl Cleaner and Tile and Porcelain 
Cleaner, are already sold nationally. 
Presto Products fill every cleaning need 
in the home. Turnover will be big. 
Profits better than any competing 
products. 


Remember Presto Products are made 
by a reliable chemical house, selling to 
the hardware trade since 1898. Write 
now for complete information and 
special introductory offer, to be shipped 
through your regular jobber. 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, Atlantic City, N. J., Oct. 17, 18, 19, 20, 
1927. Headquarters, Marlborough-Blenheim Hotel. 
Charles F. Rockwell, secretary-treasurer, 342 Madison 
Avenue, New York City. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary, 
815-816 Southern Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Roof 
Garden of Hotel Whitcomb, San Francisco, Feb. 15, 16, 
17, 1928. LeRoy Smith, secretary, 112 Market Street, 
Los Angeles. 

ItttNois Retait HARDWARE ASSOCIATION CONVEN- 
TION, February, 1928, definite date and place of meeting 
to be announced later. Leon D. Nish, secretary, 14-16 
No. Spring Street, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Jan. 31, Feb. 1, 2, 3, 1928. 
Convention headquarters, Claypool Hotel. Exhibit will 
probably be held at the Cadle Tabernacle. G. F. Sheely, 
secretary, 911 Meyer-Kiser Bank Building, Indianapolis. 

Iowa RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exutpition, Des Moines, Feb. 14, 15, 16, 1928. 
A. R. Sale, secretary-treasurer, Mason City. 

LouISIANA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, New Iberia, June, 1928, exact 
dates to be announced later. S. H. Sale, secretary, 
Shreveport. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Municipal Auditorium, Minneapolis, Feb. 21, 
22, 23, 24, 1928. C. H. Casey, secretary, Nicollet at 
Twenty-fourth Street, Minneapolis. 

Mississipp1 RETAIL HARDWARE AND IMPLEMENT 
AssociATION CONVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, ‘secretary, Starkville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Detroit, Feb. 7, 8, 9, 10, 1928, 
Headquarters, Hotel Statler; Exhibition, Convention 
Hall. <A. J. Scott, secretary, Marine City. 

Missouri RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuriTion, Hotel Statler, St. Louis, Jan. 23, 
24, 25, 1928. KF. X. Becherer, secretary, 5106 North 
3roadway, St. Louis. 

NATAONAL HARDWARE ASSOCIATION CONVENTION, At- 
lantic City, N. J., Oct. 17, 18, 19, 20, 1927. Headquar- 
ters, Marlborough-Blenheim Hotel. George A. Fernley, 
secretary-treasurer, 505 Arch St., Philadelphia, Pa. 

NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
GREss, Boston, Mass., June, 1928. H. P. Sheets, secre- 
tary-treasurer, 130 E. Washington St., Indianapolis, Ind. 

New ENGLAND HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExnurpiTion, Mechanics Building, 
Boston, Feb. 20, 21, 22, 1928. George A. Fiel, secre- 
tary, 80 Federal Street, Boston 9, Mass. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Omaha, Jan. 31, Feb. 1, 2, 3, 1928. Headquarters 
to be announced later. George H. Dietz, secretary, 414- 
419 Little Building, Lincoln. 

New York STATE RETAIL HARDWARE ASSOCIATION 
ConvENTION, Rochester, Feb. 7, 8, 9, 10, 1927. Hotel 
headquarters, Powers Hotel. Sessions and exhibit will 
be held at Edgerton Park. John B. Foley, secretary, 
City Bank Building, Syracuse. 

Onto HarpwARE ASSOCIATION CONVENTION AND 
Exursition, Toledo, Feb. 21, 22, 23, 24, 1928. James 
B. Carson, secretary, 411 Mutual Home Building, 
Dayton. 
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OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Oklahoma City, Jan 24, 25, 26, 1928. 
Charles L. Unger, secretary, 207-208 Bloomfield Bldg., 
Oklahoma City. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION CONVENTION AND Exursition, Philadel- 
phia Commercial Museum, Feb. 13, 14, 15, 16, 17, 1928. 
Sharon E. Jones, secretary, Wesley Building, Philadel- 
phia, Pa. 

SoutH Dakota Retait HARDWARE ASSOCIATION 
CONVENTION AND ExurpiTion, Coliseum Building, 
Sioux Falls, Feb. 27, 28, March 1, 1928. C. H. Casey, 
secretary, Nicollet at 24th St., Minneapolis, Minn. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Los Angeles, Feb. 21, 22, 23, 1928. 
H. L. Boyd, secretary, 618 Hellman Bank Bldg., Los 
Angeles. 

TExAS HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND Exuipition, Dallas, Jan. 17, 18, 19, 
1928. Headquarters, Hotel Baker. D. Scoates, secre- 
tary, College Station. 

West VIRGINIA HarpWARE ASSOCIATION CONVEN- 
TION, Wheeling, Jan. 24, 25, 26, 27, 1928. James B. 
Carson, secretary, 411 Mutual Home Building, Dayton, 
Ohio. 

WESTERN RETAIL HARDWARE & IMPLEMENT AsSO- 
CIATION CONVENTION, Coates House, Kansas City, Mo., 
Jan. 17, 18, 19, 1928. J. Hodge, secretary, Abilene, 
Kan. 

Wisconsin RetaiL HARDWARE ASSOCIATION CON- 
VENTION AND ExursitTion, Auditorium, Milwaukee, Feb. 
7; 8.9.10; 1928: P. J. Jacobs, secretary, Stevens Point. 
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The Open Display Table in the Window 


Y now, almost every hardware merchant recognizes 

the value of the open display table as a merchandis- 
ing necessity. It has proved to be the real thing in 
modern selling, and anyone who has been using it will not 
think of giving it up. 

The same idea may be extended to the show window, 
and here we outline the simple way in which it can be 
done. The photo shows how the window will look 
hen completed. It appears to have a large stock of 
small hardware items in boxes, but what it really con- 
tains is a comparatively small quantity of merchandise. 
Borrowing a leaf from the book of the candy and nut 
stores, we build a wooden form, just below the eye level, 
and slightly slanted. This form is divided off in medium 
sized boxes by strips of wood 1 in. by 1 in., leaving 
your boxes one inch deep. 

It will readily be seen that a comparatively small 
quantity of goods will be needed to cover the surface of 
the form and give the appearance of a large quantity of 
merchandise on display. The price tickets are then 
placed on each tray or box and the open display table 
of the window is working. 











NEWS ITEM 


S. W. Cornell, a well known, p 


rogressive hard- 


ware dealer, located for 50 years at 121 Court St., 


Brooklyn, N. Y., will move Octob 
Atlantic Ave. 


er Ist to 469-475 


The entire first floor of their new three-story and 
basement building will be completely equipped 
with Warren Fixtures, making this one of the 
finest and most modern Retail Hardware Stores 


Warren Fixtures, Display 
Show Cases 


Mr. Cornell’s complete satisfaction 
Fixtures in use for aver twenty year 


in the metropolitan district of New York. 


Tables and 





with the Warren 
s in the old store 


prompted him to call upon the Warren organization 
again for their very complete service in plahhing the 
arrangement of the new store in accordance with the 
most modern and practical ideas of hardware merchan- 


dising. 


If planning store changes, send fo 
Catalog of Store Fixtures. Check 
coupon. 


r the Warren 
and mail the 


“Increased Sales and Bigger Profits’”—a folder 
showing the possibilities of displaying and selling 
merchandise from Display Tables. Check and mail 


the coupon. 


“SHOW CASES”—a catalog of Warren Show Cases, 
sent upon request. Check and mail the coupon. 


J. D. Warren Mfg. Company 


208 W. Washington St. 


J. D. Warren Mfg. Co., Chicago, IIl. 


Please send me: [] The Warren Fixture Ca 
Folder—‘“‘Increased Sales and Bigger Profits.’ 
CASE Catalog, as featured in Hardware Age. 


Chicago, Illinois 


talog. [ Display Table 
0) The Warren SHOW 
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KEYSTONE 


Rust-Resisting Copper Steel 


Sheets 


AND ROOFING TIN PLATES 


Highest quality products, which offer maxi- 
mum endurance and resistance to rust. We 
manufacture acomplete line of Steel Sheets 
and Tin Plates adapted to every purpose. 


Black Sheets and Special Sheets 

Apollo Best Bloom Galvanized Sheets 
Apollo-Keystone Galvanized Sheets 
Galvanized Culvert, Flame and Tank Stock 
Formed Roofing and Siding Products 

Tin and Terne Plates, Black Plate, Etc. 


American Sheet and Tin Plate Compan ny 


General Offices; Frick Building, Pittsburgh, Pa. 



















7 SaLes OrFIces = 
Chicago Cincinnati Denv Detroit New Orleans ‘ie York 
Philadelphia "Pittsburgh St. Loui 
Pacific Coast Representatives: UNITED STATES STEEL nn Co., San Francisco 
Los Angeles Portland Seattle 
Export Representatives: Unrrep STaTEs STEEL PRopUcTs CoMPANY, New York City 
































Best Known— Most Used 
Hose Clamp in the Industry! 


Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 
good quality and the equi- 
table and square sales policy 
under which they are dis-" 
tributed 

Your guarantee is the name 
“Universal” stamped on 
each clamp and printed on 
each carton. Look for this 
name when you buy and be 
a you get what you ask 
or. 


Their size adaptability, ease 
of installation, leak preven- 
tive feature and _ rust-proof 
construction make them all 
that a good clamp should be. 
Universal clamps are manu- 
factured from cold rolled 
steel wire—not strap. Their 
edges are smooth. Every 
clamp is “Electro - Galvan- 
ized.” 

One size—1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clamp 
adapted to % to 1% in. ad- 





justability. 
Universal 
Patents Granted Industrial Corp. 
March 20, 1917 
March 1, 1921 Hackensack, N. J. 


UNIVERSAL cae 





Adjustable to tit ary hose of anrysize 


A Foreign Trade Quiz 


The Department of Foreign Commerce of the Cham- 
ber of Commerce of the United States issues every three 
months “Our World Trade,” a cumulative analysis of 
the export and import trade of the United States. Upon 
it are based the following questions. How many can 
you answer’ 

1. What is the total value of the foreign trade of the 
United States? 

2. Do we export as much as we import? 

3. What is our chief export? 

4. What is our chief manufactured export? 

5. What continent takes nearly half of our exports? 

6. What foreign country is our chief customer? 

7. What is our principal import ? 

8. What continent is our chief source of supply? 

9. What country is our chief foreign supplier? 

10. In what season of the year are our exports heavi- 
est ? 

11. In what season of the year are our imports heavi- 
esti 

12. What per cent of our imports are free of duty? 

13. Is the volume of our foreign trade larger today 
than before the war? 

14. What commodity represents our greatest export 
tonnage? 

15. What imported commodity far exceeds all others 
in tonnage? 

16. How do our exports of finished manufactures 
compare with our exports of foodstuffs ? 

17. How do our imports of raw materials compare 
with our imports‘ of finished manufactures ? 

18. What is our largest foreign market for automo- 
biles ? 

19. What are our two best foreign markets for mov- 
ing pictures? 


Here Are the Answers 


1. The total value of the foreign trade of the United 
States (exports plus imports) in 1926 was $9,239,000,- 
000. 


2. Since 1893 exports of merchandise have exceeded 
imports. 

3. Unmanufactured cotton; value in 1926, $814,000,- 
000, or 17 per cent of our exports. 

4. Automobiles, parts and accessories; value in 1926, 
$320,166,000. 

5. Europe, which took 48 per cent of our exports in 
1926. 

6. Great Britain; in 1926 Great Britain took one-fifth 
of our exports, value $972,385,000. 

7. Crude rubber, with an import value in 1926 of 
$505,818,000. 

8. Imports from Asia in recent years have been larger 
than those from any other continent, with Europe second. 

9. Canada, supplying 11 per cent of United States 
imports in 1926, value $475,886,000. 

10. United States exports are heaviest during the 
fall and early winter months. 

11. United States imports are heaviest during the 
winter and early spring. 

12. In 1926 almost two-thirds (64.4 per cent) of our 
imports were free of duty. 

13. Yes. The volume of exports is about 46 per cent 
greater and imports about 78 per cent larger than in 
1913. 
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- 14. Coal and coke, our exports in 1926 amounting to 
35,972,000 long tons. 

15. Crude petroleum, of which we imported more | 
than two and one-half billion gallons in 1926. 

16. In 1926 our exports of finished manufactures were 
42 per cent of the total exports, while exports of crude 
foodstuffs were only 7 per cent of the total. 

17. Imports of raw materials represented 41 per cent 
of our total imports in 1926; finished manufactures | 
were nearly 20 per cent of the total. 

18. Australia. 

19. Great Britain and Australia. 











Locomotive Window Display | 
) | 


W. GUMBY, a hardware and farm implement 

e dealer of Salisbury, Md., has installed in his store 
window an interesting and remarkable model steam 
engine, built of various articles which he retails. The 
result is a perfect reproduction of an engine and tender, 
the only artificial part being the top of the cab, the 
material for which was found in the stock. And it goes! 
The wheels revolve, and it looks very much alive. The 
boiler of the device is a stove. The steam and sand 
domes are formed from sausage grinders. The bell is 
an ordinary dinner alarm. The smokestack is a stove- 
pipe, joined at the usual place to the stove that forms 
the boiler. The rails are nickel plated towel bars. The 
foot boards are hasps. The drawing wheels are two 
coffee mills. The driving rods are two pipe wrenches. 
The cylinders are sausage choppers. The cow catcher 
is formed of ordinary files, arranged in the proper 
shape. The coupling is represented by a hose coupling. 
The front truck consists of a lawn mower with the 
handle detached. The rails are from hay carrier trucks. 
The cab is built of cash boxes and baking pans. The 
ties are cart wheel spokes. The tender is a box stove. 
The truck of the tender is a lawn mower. The handles 
are door knobs and the steps are hinges. The head 





light, effective, though hardly in a proper position, is a 
cuspidor. The large wheels from coffee grinders are 
connected by a bicycle chain and attached to a small but 
powerful motor that revolves the two wheels, also the 
large wrench between the two that represents the piston. 
Above this is a sign reading, “On Time Every Morning 
With a Hot Fire.” Below it is a smaller sign which 
reads, “Stop—Look—and Come In.” 









been waitin 
for this, 





Made in Three Sizes 


It’s a real tool, a necessity in every household and autoist’s 
kit. 

It’s accurately machined, attractively finished and backed 
by the broad MODERN guarantee. * 


The low price coupled with the high quality of the vise 
accounts for the big demand we are experiencing for these 
handy clamp vises. 


Size of Jaw Retail Price 
M-51%2 14,” $1.00 
M-52'2 24%,” 1.50 
M-53 staan ad 
See your Jobber 
about our complete 


line of tool sharpen- 
ers and vises or write 
us. 





MODERN GRINDER MFG. CO. 
MILWAUKEE, WIS. 


74 Murray St., New York City 34 No. Clinton St., Chicago, III. 
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72% Greater Holding 
Power Than Wire 
Nails. Won't Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 







CUT NAILS 





STEEL (==) WORKER 


Give Your Customers 
“TWIN SEAM” Quality 


QUALITY in Work Gloves means QUANTITY in sales. That’s 
why “TWIN SEAM” gloves sell fast, satisfy customers, and make 
more profit for the store. 

No. 1500. STEEL WORKER GLOVE (lllustrated). Built for 
long, hard service. Made from best grade of Side Leather with 
EXTRA HEAVY Flannel in back and lining. Wide leather 
knuckle protector and 3-ply waterproof cuff with continuous 
leather palm forming wrist protector. 


Manufactured by U. S. GLOVE CO. 


Marion, Indiana 


Order from = 
Your Jobber 

















| Manufacturer’s Adherence to Policy 


| 


Brings Increased Business 


N these days when an element of doubt exists in the 
minds of jobbers and retailers because of temporary 
competition from manufacturers, mail order houses, 
chain stores, house-to-house peddlers, etc., it is interest- 
ing to note the results of a definite policy, rigidly ad- 
hered to. 

For years the Horton Manufacturing Co., Fort Wayne, 
Ind., maker of Horton washers and ironers, has been a 
forceful exponent of a jobber and dealer policy. It 
has advertised it, preached it and practiced it. It 
has supported the merchant with impressive advertis- 
ing to the customer, and has aided the jobber by adver- 


| tising extensively and convincingly in the trade press. 


All in all, the whole Horton policy has been based and 
executed on an inherent belief in the stability of estab- 


| lished institutions as exemplified in legitimate hardware 


retailers and wholesalers. 
As a result, despite the fact that the washing machine 
industry is highly competitive, Horton sales in the first 


| half of 1927 were almost double those for the same 


period of 1923; they were one-half again as large as for 
the first six months of 1924; one-third again as large as 
for the same period of 1925, and half again as large as 
for the first six months of 1926. 

This is impressive because of the steady increase in 
volume each year, indicating the consistent and ever in- 
creasing support given to manufacturers who play the 
game squarely and whose products are right. 








YOUR LEGAL PROBLEMS 




















Cutting Off the Indorser 


“Take my note for my past due account?” the customer 
queried. 

“Yes, if you'll get your brother John to indorse it,” the hard- 
ware merchant agreed, accepted the note, and placed it in the 


lecal bank for collection. 


A week later John, the indorser, strolled in. 
“Have you got a note indorsed by me?” the indorser queried. 
“T have and I haven't. I’ve got the note, but I left it down 


to the bank for collection,” the hardware merchant assured him, 


and the indorser made his way to the bank. 

“T understand that you're holding a note made by my brother 
in favor of the hardware merchant up the street, and indorsed 
by me,” the indorser announced, and the cashier confirmed his 
impression. 

“At the time I indorsed the note there was an understanding 
between my brother and I in reference to a certain business 
matter that wasn’t carried out, and he agreed to take my indorse- 
ment off the note,” the indorser explained. 

“What did you want us to do?” 

“You know that my brother’s good for three times the face 


| of the note, and if you’d just mark my indorsement off the back 


it would fix everything up all right,” the indorser proposed. 

The cashier located the note and drew two heavy red lines 
through the indorsement. 

Time passes on, according to a habit which it has; the note 
fell due, the customer was in bankruptcy, the indorser refused 
tc pay, and the merchant sued the bank in the Georgia courts. 

“Where the pledgee permits the indorser to erase or withdraw 
his indorsement from the notes without the consent of the 


pledger, thus rendering the notes insolvent, such action on the 
part of the pledgee amounts to a conversion of the notes, just as 
much so as if it should sell the notes and receive the value in 
money therefor,” was the reasoning of the court set out in 117 
Southeastern Reporter, 741. 
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Savage Hi-Power 
Model 99 
Lever Action 


Hammerless, repeating. Solid 
frame. Chambered for five 
different cartridges: .22 Hi- 
Power, .30-30, .303 Savage 
.250/3000 and .300 Savage. 
High luster finish. Seven 
styles. Weight 6 to 8 lbs. 


Retail Price 


$37.50 to $49.50 ; 










Savage 
Hi-Power 


Model 20 
{Improved} 
Bolt Action 


Stock and barrel redesigned. 
Solid frame. Repeating, bolt 
action. Equipped with No.5 
Lyman Peep Sight. Ta a 
barrel. High luster fish, 
Chambered for .250/3000 and 
.300calibercartridges. Weight 
6% Ibs. 

Retail Price $43.00 











‘Rifles That Speak 


for Themselves 


bs tr average customer needs no introduction to 
the Savage name—he knows what this company 
has come to stand for in supplying firearms and 
ammunition of highest grade at moderate prices. 


You won’t have to do much talking when he gets 
his hands on any one of the seven styles of Model 
99 Lever Action Rifle, or on the Model 20 (Improved) 
Bolt Action. The care in producing these rifles is 
evident. The smooth action, fine balance, good appear- 
ance and high reputation of these models make them 
“sure sellers.” Popularity of Models 99 and 20 is 
growing rapidly. Take advantage of it. 

See your jobber’s salesman 


(Send for handsome 5-piece window display) 


SAVAGE ARMS CORPORATION 
Dept. No. 900 Utica, N. Y. 
Owners and Operators of the 
J. Stevens Arms Co. and Page-Lewis Arms Co. 

















What’s the first thing a salesman does when he 
visits your store? Reminds you of your needs 
—shows the goods. 






That’s exactly what this Cleveland Metal Dis- 
play Drill Cabinet does—reminds drill users of 
drills—the six handy drawers show Cleveland 
Twist Drills to the best possible advantage— 
all styles, all sizes for average retail trade. | 








Result: sale after sale. You don’t have to buy 
an “assortment” of Cleveland twist drills to 
secure this cabinet. It is sold separately at 
less than the cost to us in large quantity pro- 
duction— 










$20.00 f.o.b. Cleveland 


It is built like a fine steel filing cabinet by one 
of the leading manufacturers of high grade steel 
office equipment. Send coupon for full details. 


































































































This beautiful olive-green metal Cabi- 
net is 23! ins. long by 18! ins. deep, 
including drawer pulls, and 16% ins. 
high. Each drawer is 21 ins. long, 
1634 ins. deep and 1! ins. high. 


The Cleveland Twist Drill Co., 
Cleveland, Ohio. 


Gentlemen: 


Please send complete information § about 



















TRADE MARK REG U S PAT OFF AND FOREIGN COUNTRIES 


TWIST DRILL 
MCOMPAN Y 

CLEVELAND 
NEW YORK-CHICAGO- LONDON 


your Cleveland Metal Display Drill Cabinet. 


Se We SO cdink 5 6 les che wad eaeaw ben's 
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“GEM” apsustase 
REGISTER 
SHIELDS 













Every owner of a 
warm air furnace is 





a live prospect for “Gem” Register Shields. 
Fit all size registers. Attractive and easily 
adjustable. Floor Shield retails 
at $1.50. Wall Shield at 75c. 












1140 BROADWAY. NEW YORK,NY. \ 
BUY FROM YOUR JOBBER 











MAKE IT EASY 


and harassed 
draperies 


housewives 
pictures, 


—for busy 
husbands to hang 
ete., by selling them 


Graffco 
PUSHPINS and 
PICTURE HANGERS 


They'll be pleased 
you'll be profited. 


Write for complete catalog. 


GRAFF-UNDERWOOD 
COMPANY 


52C Washburn Ave. 
Cambridge, Mass. 








“The stronger pin 


with 
the Dome Flange” 


“The Nail Cannot Fall 
Out”’ 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








The »¥GO@S> No. 100 
Combination CAN OPENER 


Sharp point pierces cans easily. Keen, 
hardened and tempered blade cuts without 
tearing. Anti-Slip gripper gives good lev- 
erage. Practical bottle opener. Corkscrew 
folds out of way. Attractive white 
enameled handle. Please order from our 


Sales 
John H. Graham & Co., Inc. 
113 Chambers St., New York City 


ThE mYO.OS > GO.161 Porter St., New Haven, Conn. 


Representative 




















| and growth of this company. 


| home. 


Co. 
Observes 
Birthday 


— 


Celebrate 
Fifty-fifth 


Anniversary 





Peter Gendron 


HE Fifty-fifth anniversary of the Gendron Wheel 
Co., Toledo, Ohio, observed this year brings to 
light some interesting history on the inception 
Fifty-five years ago a 
young French-Canadian pattern maker settled in Toledo. 
He opened a baby carriage manufacturing business in 
a most modest way. His plant was the cellar of his 
There he invented the first steel wire wheel, 


| designing and making the machinery necessary in its 


| high wheel type 





manufacture. Later young Peter Gendron invented the 
first juvenile iron wagon and toy barrow; then came the 
first steel velocipede and girl’s tricycle. From this 
modest beginning with its limited production and re- 
stricted variety was built the Gendron Wheel Co., now 
doing business internationally, and making a very com- 
plete line of juvenile vehicles. 

Mr. Gendron had the true pioneering spirit. He 
owned and operated the first automobile in Toledo, and 
was among the first in town to adopt modern manufac- 
turing methods. 

His early models of vehicles had wooden wheels. The 
first steel wheels used were all metal and noisy. To 
elimitiate the noise Mr. Gendron constructed a wheel 
with a hard fiber tire, held on by the rolled edges of a 
channel steel rim. This led to his first rubber tire patent. - 
That particular tire was made with a soft rubber tread 
and a base of hard rubber. It was known as the Gendron 
clinched tire. A 
few years later | Epa et > LLAY 
he adopted the 
type of rubber 
tire now in gen- 
eral use. 

In 1880 the 
business was in- 
corporated and 
was growing 
rapidly. That 
year boys’ ve- 
hicles of the 





were added to Vehicle of 1875 


the line. When 

low wheels or safety bicycles became popular, the firm 
branched out into a complete line of men’s and women’s 
two wheelers, also juvenile bicycles. 
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The baby carriage department soon added doll cabs 
and invalid chairs. About thirty years ago the company 
made its first foot propelled wagon for boys. This was 
called a cycle wagon or cycle tandem. This item was 
the forerunner of the juvenile auto, now a line of great 
importance in itself. 

When we visited the plant recently, John C. Meyers 
took us through the large display room where the com- 
plete line is on view. In a glass case we saw one of the 
first Gendron velocipedes ever marketed. It was made 
in 1875, practically all wood and still in running condi- 
‘tion. Mr. Meyers picked up the modern counterpart with 
its rubber wheels, ball bearing hubs and pedals, spring 
saddle and other appointments. The contrast is obvious 
in the two cuts reproduced, and gives you a vivid idea 
of the progress of those fifty-five years. 

Looking over some old factory purchasing records, 
we saw some interesting entries of purchases by Peter 
Gendron from Toledo hardware stores. On Nov. 27, 
1875. Wm. St. 
John furnished 
hardware at 
$13.80, and 
nails and files 
at $5.25. The 
Peck Hard- 
ware Co. sold 
Mr. Gendron 
saws for $4.65; 
Hamilton & Co. 
mis cellaneous 
hardware for 
$14.76, and 
Bostwick 
Braun iron for 
$2.90. Natur- 
ally the same items bought today bring much higher 
price, and are bought in tremendous quantities. 

















1927 Model 


The Never-Complete Mailing List 


HANGES, continuous changes—births and deaths, 
marriages and separations, removals of old in- 
habitants and new residents in the town—that’s life in 
the small town as in the large city. The hardware dealer 
who does not recognize these changes and keep informed 
of them is stamping himself as not on the job. 

A mailing list must be up-to-date to be of any real 
value. ~Circularizing an unrevised mailing list has many 
disadvantages which any dealer who has the reputation 
of being progressive can ill afford. In the first place, it 
is a waste of money, as many of the letters or circulars 
will be returned with the notation “not found” or “moved 
to unknown address.” Then, too, the latest arrivals in 
the town, whom the dealer should acquaint with his 
store and business will not receive the letters, and, again, 
he will be marked for his slovenly business methods and 
not being alive to the present conditions in the town. 

The progressive hardware dealer, who realizes the 
value of an up-to-the-minute mailing list, will keep his 
ears and eyes open and train his clerks to keep constantly 
on the lookout for changes in the town and to revise the 
list accordingly. The columns of the daily or weekly 
newspaper note many of these changes and they should 
be checked each day with the mailing list. 












Panes 


They HOLD— 


Baur Tacks drive easily and 


| 


hold securely, and _ what’s 
more—they hold customers 
every time. 


Glad to send you SAMPLES 
of these Tacks, or any of our 
products listed below. 


See them and judge for your- 
self. 


Our prices are right too. 


BAUR TACK CO. 


1419 Standard Ave., Indianapolis, Ind. 


Our complete line also includes Wire Tacks, Staples 
of every description, Double Pointed Tacks, Basket, 
Clout and Trunk Nails 








YARDER 


Built for Service 
Cases 


Metal Cases of ali kinds 


Write for*free illustrative booklet. 





THE YARDER MANUFACTURING CO. 
140 West Park Street, 
Toledo, Ohio 








Two NECESSITIES In Every Garage 


Garage Door Bolt 
Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 





Garage 
Door 
Holder 


Prevents accidents, broken headlights 
and bent up fenders. Operates by 
hand or foot. 
For prices and further information 
write today to 


Phenix Mfg. Co 
032 Center Street Milwaukee, Wis. 





Holder No. 52 
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This is 
Model No. 2 
of a 
Great Line! 


Tubular Frame. Balloon 
Tires, of the finest 
rubber. Motorcycle 
Saddle; beautifully 
finished; highest 
grade accessories. 
Occupying a special 
lace in every child's 
eart, it deserves a 
prominent position 
on your floor—now! 
for further details 
address Dept.. HA. 


The A. MECKY CO. 
PHILADELPHIA, PA. 
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DETROIT TORCH & MANUFACTURING CO. 


York B.S. Alder Co. - - = = 45 Warren St. 
Witton P. Horn 8,5 ~ i - « Rialto Bldg., San Francisco 
C.F. Gallager - = - 223 Main St., Hartford Conn. 


O. C. Andersen - - 627 Washington Bivd., Chic 


. ©. ’ ‘ago 
Grant-Chater Co. - 415 Metropolitan Bidg., Toronto 
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One-Piece 


(Cut-Out) 


humbtacks 


are quick sellers to students, clubs, 


offices and large organizations. 
ae Three Sizes %"-7/16"-1%4” 
a ae S caaan 
PS) 1 a) 


One-Piece 


D 36-10c Metal Boxes in attractive, 
SS) te green Display Carton. Dealers $2.15. 


Send for illustrated folder 
and Price List including 









/ Celluloid Covered Marking 


sus a / d Numbered 

A a) Sebi / and Numbered Thumbtacks, 
rtp 4 / Moore Push-Pin Co. 
aS aay) /, 


(Wayne Junction) Philadelphia, Pa. 
Your Customers expect 
the Genuine Moore Push- 
Pins and Moore Push-less 
Hangers used in “Nearly 
Every Home” for Hang- 
ing Up Things. £st. 1900. 


Shorp Moore Sere 


PushThumbt ae 







































Osborne High Grade Punches 





() 
Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
ao oa Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
8. 


The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing rience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make, Try us. 

Write for Catalog 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








This catalog 
brings your store 
to your customer’s bench 


F you haven’t received a copy, 

write for it now. 
See our current advertising in 
Popular Science Monthly, Popular 
Mechanics, Carpenter, American 
Machinist, Machinery, Automobile 
Trade Journal, and Motor Service. 
GOODELL-PRATT CO., GREENFIELD, MASS. 


Calan 
GOODELL PRATT 


1500 GOOD TOOLS 





No finer tools are 
made than those 
that bear the 
name of 
Goodell-Pratt 








The SNELL CONSTRUCTION BIT 


Stiffer, Stronger, Tougher! 
] The Screw, the Spur, the Throat, the 
‘ | Cutting Edge and the Clearance are 
the important points by which a bit 
is judged. All Snell bits are judged 
by these points. 

Write for catalog today. 














Snell Manufacturing Company, Fiskdale, Mass. 


Sales Representatives: 
John H. Graham & Co., 113 Chambers St., New York City 





TAPLIN 


EGG BEATERS 


Handsome in appearance, this Taplin 
double dasher center drive egg beater has 
great popularity and a successful sale. It 
has Taplin workmanship with 30 years egg 
beater manufacturing experience. 


Seld everywhere with profit and satisfaction. 
Write for literature. 


THE TAPLIN 
MFG. CO. 


New Britain, Conn. 
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Le 44 pers shower door by Zouri brings a luxury 
eee within the reach of many new customers. By | 
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its use, it is possible to make, easily and at small 
expense, a separate shower compartment with the 
bathroom facilities the customer now has. This 
means comfort, privacy and protection against the 
possible damage of stray water. 
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The Zouri Shower Door, furthermore, adds to 
the beauty of the bathroom with its simplicity and 
elegance of design, made in Extruded Bronze with 
either polished bronze or duplex nickel plated finish. 
Another type is fabricated of Extruded Nickel Sil- 
ver. It is a bright, enhancing fixture that gives dis- 
tinction to a room where guests judge a house- 
owner’s hospitality. 



























Zouri Store Fronts are produced in such quantity that 
its makers are able to offer the Zouri Shower Door at 
a price affording a generous dealer margin. Write for 
further information, and free folder, “Shower Bath 


C) a) Suggestions.” 
(Sizes) Zouri Drawn Metals Company 


The following standard sizes 
are carried in stock for im- 







































mediate delivery: Factory and General Offices 
2’ wide x 6’ high. i P 
2’3” wide x 6’ high. 1608 East End Ave., Chicago Heights, IIl. 





2’6” wide x 6’ high. 


aster of Them All 


Designed by master minds as the most efficient 
heat machine—greater heat—less fuel—absolute 
safety ; 

Made by master craftsmen, of superior materials 
—perfect operation—dependable service ; 

Bought by master mechanics as well as the “mas- 


TURNER Master No. 45 = 
BLOTORCH 


is today recognized as the best seller on any hard- 
ware or supply store shelf. 

The Turner Master No. 45 is the chief of the 
“Master” Line of Blotorches and furnaces. Job- 
bers’ salesmen will gladly show you the full line— 
or we'll send catalog. Prices to suit every trade. 























Write or Ask Today TURNER MASTER No. 45 


has more exclusive advantages 


than any competitor. 
400° rena A Heat— 
Perfect Safety— 
429 Grove Avena] Sycamore, ill. Absolute Flame Control 
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zi For Building 
Hardware Merchants 
aa yomantintie pn. we eed M ch h 4 
sw ingin, casement win s. onart casement hardware 
Positive ir . ° 
or latches, oe is designed and manufactured 
i Ome themosstexactingneeds. 
Monarch Automatic Stay for in Our profit making proposition offers 
or ourswinging windows. the live Building Hardware Merchant 
an unusualopportunity. Write for 
the details. 
Monarch Casement Check for in Monarch Metal Products Co, 
or outswinging hinged openings. 4960 Penrose St. St. Louis Mo. 





FOSIER 


Personal Service 


as cntwe 


in Big Business 


@ 


Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections of 
the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 
Union Ave. and E. 72nd St 6249 te 6265 West 65th St. 
Telephone Breadway 840 Telephone Hemlock 4484 








« Makers of the famous Monarch Interlocking Weatherstrip ) , 














MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 
Write for catalogue show- 
a large number of styles 
all kinds of 


% + he g es 
sc nSOSenneties 


ea 
ere 
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ey See eee eee ee 


in 
suitable 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 


for 

















WHEELBARROWS 


Exclusive features of design and construction put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other 
Bull Frog barrows, carts and scrapers for every garden, 
farm, mill, mine, contracting and industrial use. Write for 
catalog. 


THE TOLEDO WHEEL- 
BARROW COMPANY 


Toledo, Ohio 
Branch Offices and Warehouses 


Philadelphia 
233 North 12th St. 


Chicago 
69 E. Wacker Drive 


IMPROVED JB K hes DOOR CHECKS 
a & & ? ( 
ya 


These powerful hydraulic door 
checks are easily adjusted for 
quick or slow closing. Made in 
six sizes to fit and operate all 


You will find them exactly 
as represented and rapid 
sellers because 
price. 
Parts and brackets always 
in stock. Send for Cata- 
log and Discounts. 


United Hardware & Tool Corp. 


72 Reade Street, N. Y. City 


REG. U. S. PAT. OFF. 









oors. Strong and durable. 
Guaranteed Satisfaction 


and Bigger Profits 
for Dealers 


lower in 
Fine bronze finish. 





This Handsome Metal Display Cabinet 


Free with Every Premax Order 


There’s no time like the 
present to cash in on 
house numbers. Write us 
for full details on this 
modern sales method and 
its complete assortment 
of Premax House Num- 
bers, including the popu- 
lar Hy-Caste and De- 
Luxe Models. 


PREMAX PRODUCTS 
NIAGARA METAL STAMPING 
CORP. 


Dept. HA-6 
Niagara Falis, New York 





The Premas Houseful 
ereates sales and 
Reope your stock of 
numbers clean and 
orderly. 

















CUSHION TIRE 


Wh\ 
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=S) 555) STORE METHODS 

= Size oe F oon 
= To provide adequate storage facilities for 
SS" ZZ shelf stock—to make it accessible and con 


venient for clerks and stock men to handle with 
absolute pea — tr for whole- 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE apie 
tread steps, fulllength hand grips, rubber tires, 
outa system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and 
efficiency One style only~neat of design— 
attractively finished —any height — 
installed—meets most 

























Geo. W. Diener Mfg. Co. 
400 N. Monticello Ave., Chicago, Ill, 
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“ Satisfied 
Customers 


Profitable | 
Sales 


ussell Jennin 
Chester, 






Co. 


21-132 


ings N Mfg 












—_ Selling Clothes Closet Hook 


Home owners, builders and everyone wants 
= DACOR six in one clothes hooks. Holds six 
coat hangers without crowding or slipping, 


‘Be yal ‘finished in lacquered brass. Sells in sets 
E> of 3 or 12, complete with screws. 


jh wae SEND TODAY for display box 
§ wee == 









of one dozen DACOR hooks if 
they are not in your stock now. 
Watch how fast they sell. 
DAVIS TOOL & ENG. CO. 
6481 Epworth Blvd., Detroit 











HOLD-TITE 


A new 4 dozen package to re- 
tail at 10c., with a fine 4 color 
counter card to display it. 
Sells on sight. Larger turn- 
Greater Profits. Order 
a trial case today. 





over. 


Apex Stamping Company 


Dept. EW Riverdale. Ill. 





PAINE TOGGLE BOLTS 


“The Most Practical Toggle” 
The Toggle with the “Spring —— 


ANY STYLE HEAD 
ANY LENGTH BOLT 


Nickel Plated or Galvanized. 
Having Tried the Rest 
NOW—BUY THE BEST 
Simplest and Quickest 


Samples on request. 
No charge. 





The Paine Company, 2951 Carroll Ave., Chicago, IIl. 
79 Barclay St., New York City, New York. 
Stock Carried { 915 Bryant St., San Francisco, Calif. 











*, SKYSCRAPER 


PREPARE FOR 
FIRE PREVENTION WEEK 
Sell the Best Burner 
Woven of High-Carbon Steel 
1%” x No. 18 gauge 
Model D List $5.00 
Model E List 6.00 
LESS 40/10% 
FREIGHT PAID ON 
INITIAL ORDER 


H. B. BORNSIDE 
MANUFACTURER AND PATENTEE 
PROVIDENCE, R. |. 























SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc 


catalog and samples 


Send for 
BRAIDED CORDS +» COTTON TWINES 





Bee Ss ana HTT) 
Wire Produets 


for every need 


Nails of all kinds, Staples, 

ria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 





BETHLEHEM gig Cor ant 
Offices: BE 


BETHLEH EM 


Attractive Stores and 
quicker sales are made 


possible with GREEN’S 


Cabinets 


and 


Stock Boxes 
for the convenient han- 


dling of shelf hardware 
and all small parts, 











PRICE $9.00 
For this 25 drawer cabinet complete 


Write for new illustrated 
price list. 


in oak finish, Size 25”x21"x11". 
Other sizes and assortments at pro- 
portionate prices, 

















The Green Co., Inc., 250 W. 57th St., N. Y 
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ITH this issue of HARDWARE 
AGE, the ELECTRICAL GOODS 


Section is bound as a part of the 
complete issue, just as the elec- 
trical merchandise in your stock 
has become a part of your regular 
business. We hope you will like 
the change, as it is made for the 
convenience of our readers. 
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September 15, 1927 
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7 Reasons for 


Quick Action 
Premier Duplex 


1 Is the most thorough clean- 
er. 


2 Sells quickly — gives satis- 
faction — stays sold. 

3 Requires no servicing. 

4 Liberal trade-in allowance. 

5 Backed by consistent adver- 
tising. 

© Merchandised by a skilled 


selling force that will 
work with you and for 


you. 
“Ge of profit. 
\) 




































Give it a chance 
to sell itself 


Premier Duplex adds not only to your 
Profits but also to your Prestige! 


In the first place, the advantages of 
Premier Duplex make sales a matter of 
telling the facts to your customers. 


What’s more, each one that is sold in your 
community will help sell others for you. 
Every housewife who uses a Premier 
Duplex will tell her neighbors how help- 
ful it is — and tell them where she bought 
it. 

Women know Premier Duplex. They 
read about it each month in the maga- 
zines that go into the homes of your com- 
munity. This advertising to your cus- 
tomers will have added force this fall. 
Posters, folders, sales helps that sell — 
make this advertising yours. 


There are also 
surprises coming! 


News that affects your cash-drawer. Watch 
for the most startling announcement in Vacuum 
Cleaner history! 


Write or wire now for detaits of the Prized 
Premier Duplex franchise. You will be sur- 
prised when you realize what you can make it 
mean to you in increased Profits and Prestige. 


remier 


uple 


ELECTRIC VACUUM CLEANER 
COMPANY, INC. 
Cleveland Ohio 
Manufactured and distributed in Canada bu 


the Premier Vacuum Cleaner Co. Ltd., 
General Offices, Toronto. 








Attention— 
JOBBERS 
DEALERS 





With 
and 3C” Units 


So GOOD you can guarantee them to 
your customers as we guarantee them to you 


These two units 
are new addi- 
tions to the al- 
ready famous 
Sentinel line 
of radio power 
products— 


Here 
They 
Are— 


Now you can fill that tremendous demand for a ““DRY-A” and a 
“DRY-ABC” with perfect confidence in their satisfactory performance. 


We have been working unceasingly on these units for months. 
After exhaustive tests, which proved they were up to Sentinel standards 
of quality, we are ready to market them. 

Thesearecompletely DRY units. Noliquids,acids or tubes of any kind. 
They deliver a constant 6 volts up to 21/2 amperes. The units are instan- 
taneous in action—when receiver is turned on reception is immediate. 

The public is clamoring for “DRY-A” power. Sentinel “DRY-A” 
and Sentinel “:DRY-ABC” provide it. 

Be able to supply the demand. Remember all Sentinel units are 
proven and dependable —every one is absolutely guaranteed. Only 
Sentinel Jobbers and Dealers will be able to meet the demand for 
“DRY-A” power satisfactorily. 


SENTINEL MANUFACTURING COMPANY 
9705 Cottage Grove Ave. CHICAGO, U. S. A. 


























SIDE VIEW OF FRONT VIEW OF EDISON MERCHANDISER REAR VIEW OF 


EDISON MERCHANDISER * 


EDISON MERCHANDISER 


The Edison Merchandiser 


The Edison Merchandiser embod- 
ies the fruits of years of experience 
in selling Edison Mazpa* Lamps. 
Attractive and outstanding, it dom- 
inates the store interior and impels 
every customer to buy. The price 
—without stand—$7.95, delivered. 
Price with stand—$14.45, delivered. 


This striking unit in your store 
will pay for itself many times over 
in increased lamp sales. It is part 
of the “Licgut Up—Fror Prorit” 
campaign, the new Fall sales ac- 
tivity on Edison Mazpa Lamps. 
Ask your Jobber! 


*MAZDA—the mark of a research service 


EDISON MAZDA LAMPS 


GENERAL @@ ELECTRIC 


Electrical Gocds Section 
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First in America 
—to give the retail trade a high-grade electric washer—large capacity, Copper Tub, 
Westinghouse Motor, Standard Steel and Aluminum Wringer with best rolls—that 
can be sold at about two-thirds as much as people expect to pay for a fine Electric 
Washing Machine. 
First in America 
—to get behind an Electric Washer with a broad Guarantee for a period of 10 years 
from date of sale. 

As one local distributor writes us: “Anyone can do a big business on Automatic 


Model 20.” 
Just ask for information on Model 20. No obligation. 


AUTOMATIC ELECTRIC WASHER CO. 
2001 W. Third St. Newton, Iowa 


‘ Offices at New York, Philadelphia, Portland, Dallas. 
Export Address: Automatic Electric Washer Co., 327 S. La Salle St., Chicago, Ill. 
Cable Address ‘“‘AEWCO"' 


















Bonded for 
10 YEARS | 


Within 10 years from date of sale, upon 
demand, and delivery F.O.B. its factory, 
the Automatic Electric Washer Company, 
Inc., agrees to thoroughly REBUILD (re- 
place all worn parts, refinish and place in 






condition, substantially as good as new, for 
all practical purposes) and deliver to the 
owner, F.0.B. Newton, Iowa, any Model 
20 Automatic Electric Washer, upon pay- 
ment of the sum of $25. 
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Over 800 


sold in June by one dis- 
tributor. Many other 
records almost as good. 
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UBLIC demand for greater reliability 
Pass smoother running, put ball and roll- 

er bearings in motor cars, in place of 
plain bearings. The American woman’s 
demand for the same qualities in her house- 
hold appliances, is putting ball bearings in 
electric utility motors, replacing plain bear- 
ings. Forward-looking appliance builders are 
meeting this demand, with “Norma” Pre- 











Loren aire yee ieaner cision Ball Bearings. Alert dealers are capi- 
the manufacturers who can 


furnish you these 20th cen- 
tury motored utilities. 


talizing this demand. 


NORMA-HOFFMANN BEARINGS CORPORATION 
STAMFORD, CONN. ° - U.S.A. 
N'?.876 


© Fe NVRM A 99 
PRECISION 


BALL BEARINGS 
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The 
HORTON 
Automatic 

Ironer 














tric or 
gas heated. Electrically 
driven. Does not need 
special wiring. 


30-inch complete open 
end roll. 

















Mo” 
HORTON-~ 


A Moderately Priced Ironer of Surpassing 


The 


speed, ease of operation, simplicity and 


HE Horton’s first attraction to women 
trouble-proof design. 


Fineness 


is its simplicity of design—its neat 
appearance. 
More careful inspection reveals this simplicity in 
a noteworthy absence of complicated parts; it is 
unusually easy to understand and operate—never 
requiring the slightest mechanical attention. 
Women appreciate this. It is a powerful sales 
point favoring the Horton. 
Anyone—even those inexperienced in mechani- 
cal ironing—can operate the Horton. It is the 
one Ironer which combines practical utility with 


A distinct Horton advantage is its com- 
plete open end ironing roll. No supports what- 
ever interfere. It is open all around. This makes 
possible the ironing of frills, ruffles, cuffs, etc., 
even more beautifully than by hand. 


The Horton Automatic Ironer is a material em- 
bodiment of those unvarying ideals which have 
guided Horton for more than a half century.: Let 
us send a Horton Ironer for your careful inspec- 
tion and demonstration. 





Write for information on the complete Horton line of Electric, Gasoline and Hand-power Washers. 


HORTON MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 


HORTO IN “ones 


GOOD PRODUCTS — Yes! and above all else GOOD FRIENDS 
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‘The 

Haag Vortex 
“The finest ma- 
chine money 
can buy.” 
Also available 
with built-in 4- 
cycle gasoline 
motor, 





=e 











The 
Haag Eighty 
A high-grade 
all-metal wash- 
er built to sell 
at a low price. 
Also available 
with built-in 4- 
cycle gasoline 
motor. 





bi 
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IHERE is no better indication of the quality 

of a line of washing machines than the num- 
ber of service calls the dealer is called upon 
to make on machines he has sold. 


Frequent service calls are proof that something 
is wrong — something in design, material or 


workmanship. 


Haag Brothers Company is justly proud of 
reports which continually come in from Haag 
dealers stating that they seldom, if ever, have 
to service a Haag washer. It is our honest be- 
lief that no other line of electric and power 


HAAG BROTHERS COMPANY, PEORIA, ILL. 


8 





How About Service? 


washers requires so few service adjustments 
per thousand sold. 


That is one reason why Haag dealers’ sales are 
clean sales—with clean profits. We cordially 
invite you to inquire of any Haag dealer what 
his experience has been. 
And we invite you to find out first-hand how 
profitable a Haag dealer franchise will be for 
you. Wire or write for full details today. 


Haag Brothers Company, Peoria, Ill. For 
16 years makers of a complete line of quality 
washers. 























™=™ayd FF 5S FEC 








develop- 
ing New 
Markets 
for You! 


CTOBER is a red- 
letter month in 
Majestic history. It marks 
the inauguration of added 
prestige for Majestic Elec- 


tric Appliances. We are 
making our debut in Amer- 
ica’s finest class magazine 
—House & Garden, and 
other national magazines 
—with hundreds of thou- 
sands of readers every 





SOME FACTS ABOUT MAJESTIC ELECTRIC HEAT 








« RE is the newest and 
most efficient type of 
heating equipment These 


Majestic Electric 


eaters are in- 


serted right in the walls of the 
room. They give instant, diffused 
heat that is always available and 
can be automatically controlled 
by a Majestic thermostat. ” 

“You have no fuel worries, no 
dirt or fuss, no smoke, odor or 
fumes, no discolored walls Elec- 
tric heat is the safest arid simplest. 
Theteis fothing that requires care 
or attention. The heat 1s 


there whea you .wantdt Write for |] venience These Majestic 
and off when youdon ¢- complete heaters require no ex- 
want it. With these Ma- information pensive installation of 
jestic heaters youcan heat and list of ducts or ventilators ” 
each room separately, “The same thing is 
withoutthewasteof heat- , recent true in other rooms— 
ing the entire house ” important say, the bygakfast raom 
Take your bathroom, § installations | and bedréfms Even 
for instance You'll need though you have a cen- 





“you cant 
find anything 
handier, safer 
or cleaner” 


SAYS THE ARCHITECT 





The Majestic Electrig 


heat there practically 
every day in the year— 
when you wont want 
to go to the trouble and 
cost of firing up a fur- 
nace or anentire heating 
plant, just to warm the 
one room. There is noth- 
ing like electric heat for 


quick efficiency and con- 










~~ 





Bathroom Heater 


tral heating plant, 
there ll be any 
number of times 
when you'll want 
independent or 
auxiliary heat ém- 
mediately With 
Majestic Electric 
Heaters you have 


it~at the touch of a switch.” 

Majestic Electric Heaters are artistically 
designed, ave approved by the Underwriters’ 
Laboratories, and are thoroughly practual. 


They are so constructed, on a patented 
princeple, that the air im the room passes 
thru the beater, thereby beating the entire 
room. There are no “hot spots” and no 
“(rigid zones,” but a diffused, even beate 
that keeps the room always comfortable at 
the desired temperature, 


MAJESTIC 


Electric Roomand Water Heaters 


MAJESTIC ELECTRIC APPLIANCE CO., Inc. 
$a seco 
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month. Each reader is a 
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HIGH WATTAGE ||/] WALL INSERT 
PORTABLE HEATERS 





































HEATERS VWs 





HEATERS a} 
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FRANCISCO 


A reproduction of the full page advertisement in the October House and Garden 


KANSAS CITY 


Majest 
~ a 3 ‘ pig 
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BATHROOM ||| REFLECTOR 
HEATERS 


Se 


MAJESTIC ELECTRIC APPLIANCE CO.,, Inc. 


PHILADELPHIA 
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HOTCAKE ano 
WAFFLE IRONS 
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Line 











logical prospect for several of the appliances in the Majestic line. This is a move of 
real significance. It reflects our policy of backing up our dealers with constructive 
advertising. It means that they get the benefit of a powerful sales-creating force. 
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THERMOSTATS FOR | | CIRCULATION 
ROOM HEATERS AND WATER 
ene WATER HEATERS py, H EATER 


























AZDA lamp sales for the Star 

Supply Co. of New York City 
climbed from $8 to $108 a month 
as soon as they put the National 
Lamp Works’ Attracter and Demon- 
strator to work (as pictured 
above). And they have re- 
mained up there above $100 
ever since. Geo. H. Smith of 
Bloomington, Indiana, in- 
creased his sales from $47.64 
in one month to $781.95 the 
next by following our famous 
Four Star Plan and making 
full use of the sales helps 
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LAMPS 





NATIONAL | 








ation 
MAZDA 
LAMPS 
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MAZDA is the mark of a Research Service. 








From $8 to $108 a Month 


that have made National Mazda 
Lamps a “best seller”. A. J. Olson 
of Hutchinson, Minn. followed the 


Fy 
al 


e tested plan with the same 
reliable selling aids and won 
first prize in the nation-wide 
April Climb contest. So we 
could go on page after page 
telling you of retailers who 
are enjoying as you too may 
surely enjoy the greater prof- 
it there is in selling lamps 
in the famous Blue Carton 
— the best known elec 
trical package in America. 











































































































NOW-Glechic Stake and Chime 


Timekeepers of Remarkable 
Beauly and Salabiliiy YO 


ALL issues of House and Garden and House Beautiful Magazines 
will announce to your customers the appearance of Revere-Tele- 
chrons in strike and chime models—a combination of accurate elec- 

tric timekeeping with decorative beauty and richness that is unsurpassed. 


The extraordinary story of the Revere-Telechron and its sales possibili- 
ties for the progressive department store will definitely interest you. 


Mail the coupon below. It will bring complete literature regarding this modern electric 
timekeeper—or a personal call if you wish it. We urgently recommend that you investi- 
gate this opportunity for a NEW TYPE of profitable, prestige-building business. 


These timekeepers may be had without chime and strike features 


(The ELECTRIC TIMEKEEPER 


REVERE CLOCK COMPANY Cincinnati, Ohio 


REVERE CLOCK COMPANY 
Dept. EA, Cincinnati, Ohio | 

















0 Please send us complete literature and sales data on Revere-Telechron Strike and Chime Models. 
() Please have your representative call. 
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THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


The Selling Force of Established Good Will 


If it’s a Universal Household Appliance, American housewives 
know from experience it represents the best of its kind. That is 
why women everywhere, to assure themselves of a wise vacuum 
cleaner choice, are turning more and more to 


The Universal Super -Vacuum 
A Different and Better Cleaner 
Different — 


1. Because it has a patented, thread-picking, 
self-cleaning nozzle that is exclusively Uni- 
versal and more effective than all others. 















2. Because it has a more powerful cleaning 
suction than can be practically used in clean- 
ers without the Universal nozzle. 





Better 


1. Because it is the only cleaner made that 
gets all the surface litter as well as the 
deeply embedded dirt. 


2. Because it gets‘all dirt with absolute 
safety to the most valuable rugs. 


3. Because its more powerful suction 
makes the Super-Vacuum auxiliary 
tools as efficient as its magic nozzle. 


4. Because it gives a lifetime 
of thorough cleaning without 
servicing. 


NOV ‘7? Remarkable }Cleaner Only $39.50 
~ Cleaner With Attachments 49.50 


Landers, Frary & Clark—New Britain, Conn. 


Values 



































12 



















































—_ 
iw) 


Electrical Goods Section 








Tue demand for a lower 
priced, easier to sell washer 
is wide spread. The huge suc- 


cess of the One Minute Model 


60 proves this—without a 
shadow of doubt. 
Retailers everywhere say 
this model is the greatest 
washer value ever offered. 
Look at the features: 


_ 


. Full size—full capacity. 
- Latest all metal wringer 


(cushion rolls). 


. Copper tub—easy toload 


and unload. 


. Quiet belt drive. 
. New Turbinator creates 


a fast cleansing water 
action. 


. Handsome; graceful ap- 


pearance. 


. Sellsatlessthan $100 with 


good profit to the retailer. 




















Cf)EALERs everywhere are registering high enthusiasm for 

the Improved New Gainaday. It has the same simple, 

trouble-proof, serviceless mechanism with increased beauty 

appeal, faster washing and easier demonstration. If you want 

e most profitable washer in the field to sell, write for full 
details of the Gainaday Franchise. 


Gainaday Electric Company 


3016 Liberty Avenue, Pittsburgh, Pa. 


‘The New 
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For the Electrical, Lamp and Radio Departments 
"September 15, 1927 
In This Issue— 
aes * Watch This Experi- 
Making a Social Event of Cleaner Sales 38 

Many stores, large and small, are today operating their ment 
demonstrations through church and social societies. This 
is an application of this development for small stores : : : 
to use in neighboring towns and is a proved success. HE electrical industry is ex- 

Selling $100,000 of Radio a Month INSIDE the Store 18 a ene eae 

No outside salesmen were used in reaching this peak, but undertaking in its cooperative 
no means of attracting the attention of the store traffic work—the promotion of rewiring of 
was overlooked. The Jones store realizes what store the older homes: That is, the homes 
traffic means and we regret to say, some smaller stores , mn fey 
y ggng that were wired in those days when 

Best Means of Getting Appliances into Consumer’s a ony peeing hog confined 

Hands 20 cnletly to e use oT lignt. 

This means another of Guy Hubbart’s articles and that is : 
saying that it is both interesting and instructive. Of In many of these homes, appli- 
course, he discusses advertising and he points out some ances do not have much of a chance 
good examples. for favor, because there is no handy 

ELECTRICAL GOODS IN PICTURES method of attaching them. The out- 
$15 For a Title For This Picture .............. 27 lets are not well placed (if there are 
“A Selling Radio”—By Hope Connor .......... 29 any), and what woman does not get 
Some Points in Show Window Displays ........ 28 tired of unscrewing lamps from a 
Good and Bad Lamp Selling SIL CY ERA 32 hanging fixture to attach an appli- 
A Fine Window Display and What Came of It ... 34 ance? 

Why Not a Radio Opening? 26 Thi wit ee ‘ll 

Arthur Sinsheimer, the radio editor, offers a timely sug- 4 hehe i es. es a go 
gestion and one on which you should get busy at once. hand in hand with a refixturing cam- 

Selling Ranges Before the Wires are in 24 paign, and any merchant who sells 

The Bell-Grassle Co. made such a success of selling electri- fixtures is intensely interested in this 
= ns that they ag to other electri- work. All merchants who sell any 
—" iances for a drive and Bob Woodworth tells the appliances or wiring supplies—or 

even incandescent lamps—are inter- 

More ye bea a de rong Salesmen 36 ested in“both the rewiring and re- 
gap cn reer i, pee ler and some excellent demon- fixturing campaign. 

With October Comes Heaters 22 If these campaigns are successful, 

Some suggestions for getting into the concurrent advertis- it means an urge for appliances and 
ing campaign and picking up some business. a greater use of appliances means 

ES ee ee ‘. ‘ roves 23 more customers for the merchants 
ese little, bright colore mps rather automatically se 
themselves when properly displayed. Had you thought who sell them, a well as cig sales 
it? of lamps and wiring supplies. 
about 
New Goods 40-42 This campaign will be in the 
Electrical News Briefs 48 hands of the various Electrical 
Title Contest Award 58 Leagues, of which there are more 
than 100 in the country. Probably 
th i i tow i , 
GEORGE H. GRIFFITHS, Genera! Manager there is one in your town and if not, 
CLYDE — ARTHUR SINSHEIMER : *» ¥ 
Editor Radio Editor should know what the League is do- 
SPENCER PHILLIP LEROY STAUNTON ing and lend to it your support, for 
Eastern Advertising Representa Western Advertising Representative its success means a larger opportu- 
5 tha nF Ft 1505 — nity for your electrical merchandise. 
Publishing Address U.P.C. Bldg., 239 W. 39th St.. New York City 




















15 
































LEADERSHIP 


Covers not only sales in 
numbers and in dollars- 
and-cents, but still an- 
other phase just as vital 
to you as a dealer 
Read pages 54.55 
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Sincere Men with Honest Intentions 
Are Seeking the Solution 


ae ONG steps toward a better understanding of the merchandising situa- 
lZy- tion as to electrical goods were taken, we believe, at the annual meeting 
f AA of the Society for Electrical Development at Association Island in Lake 

Ontario during the closing days of August. The meeting was known 
as Camp Co-Operation VII. Those present represented all branches of 
the electrical industry but chiefly they were representatives of the Electrical Leagues 
—local organizations in a hundred or more cities. 


The especial point where the writer looks for a better understanding of the mer- 
chandising situation that will eventually benefit the housewares merchant in his 
electrical appliance dealings, is in the announced plan for a reconstruction of the So- 
ciety for Electrical Development to broaden its scope of work. 


The Society, under the new setup announced at the meeting, becomes a coordi- 
nating body for the various branches of the electrical industry. This is accom- 
plished through an arrangement whereby the President and Managing Director of 
the four chief organizations of the industry become directors of the Society by vir- 
tue of their position in their own organizations. The Associations which thus be- 
come grouped in the management of the Society for Electrical Development are: 
National Electric Light Association, National Electrical Manufacturers Association, 
Electrical Supply Jobbers Association, Association of Electragists International. 
An equal representation of directors is elected by the Electrical League Council, 
which is the chief body of the Electrical Leagues of the country. 


Since three years ago, when ELECTRICAL GOODS gathered the first exact data as 
to the volume of electrical merchandise moving through regular merchant channels, 
there has been a revision of thinking as to the importance of trade relations with 
these merchants in all branches of the electrical industry. 


The meeting of representatives of merchant associations with the Trade Relations 
Committee of the National Electric Light Association in Chicago last March was 
the first step. The invitation to D. F. Kelly, a department store executive, to speak 
at the annual convention of the National Electric Light Association in Atlantic 
City was another definite step. 


Since then much thought has been given to the ways and means of a definite and 
permanent contract through which the trade relationship might not only be ad- 
justed for the present but automatically kept in adjustment has been under consid- 
eration. The reconstructed Society for Electrical Development seems to supply 
such a basis. 


In various ways the friendly feeling of the various branches of the electrical in- 
dustry has been made known and we believe that when the various branches are 
coordinated in the Society for Electrical Development, definite steps toward coop- 
eration between the industry and the so-called non-electrical merchandise channels 
will be completed. In this work the executives of the local Electrical Leagues will 
be of great value, for these men in their work of promoting local electrical inter- 
est have learned of the value to the industry of the housewares merchants, not only 
as merchants but as men of influence in their various communities. 


This we do know after several days at Camp Co-Operation VIJ—that many sin- 
cere men with honest intentions are seeking a solution of this problem. 
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How Jones Sells $100,000 off 


Heavy Store Traffic, Proper Location of Department, Excellent 
Window Displays, Newspaper Advertising, Startling Sign, 
Club Plan and Good Salesmanship do the Job. 


HE Jones Department Store 
in Kansas City is an outstand- 
ing example of success by such 
tests as physical proportions, vol- 
ume of business transacted, number 
of customers, and the publicity which 
keeps this retail business establish- 
ment constantly in the public eye. 
Occupying an entire block in the 
heart of the business district, the 
location is ideal, its size—four large 
floors—appeals to the public imagi- 
nation. An indication of the popu- 
larity of the store is that 70,000 
persons have accounts at the Jones 
store, and, of course, there are many 
cash customers. 

The magnitude of the radio de- 
partment, considered as a unit of the 
Jones store, is sufficient to hold the 
interest of even the most casual 
visitor. Here are displayed, without 
fear or favor toward any particular 
brand, twelve of the leading makes 
of radio, and one type is never 
“pushed” at the expense of another. 

The twelve makes are all for sale 
and the customer may use his own 
sweet will about purchasing any 
brand toward which he is favorably 
inclined—the salesmen will make no 
attempt to alienate him from his 
favorite, for that is one of the basic 
policies of the radio department. 





The location of the department in 
this store, with its heavy traffic of 
shoppers, is important. Situated on 
the first floor, near the Main Street 
side, thousands of shoppers entering 
the store must pass through the 
radio department, no matter what 
department they are seeking. In 
fact, a majority of the store’s cus- 
tomers pass through the radio sec- 
tion. These people can hardly help 
seeing some radio merchandise. 

Of course, the department was not 
so located by accident, and the man- 
agement felt sure, out of the num- 
bers who pass daily, many would re- 
turn to it as customers—and they 
were not mistaken. 

C. T. Sherman of the Jones radio 
department, discussed with the 
writer the factors which enable this 
department to sell $100,000 of radio 
sets during a “big” month, and 
asserts that the volume never falls 
below $25,000 a month, even during 
the dull season. 

In addition to the advantageous 
location there are other reasons, as 
viewed by Mr. Sherman, for the de- 
partment’s success. 

“Variety of types displayed here 
is, in itself, a genuine factor in main- 
taining volume,” declares Mr. Sher- 
man. “With twelve of the leading 
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makes to choose from, it is seldom 
that a customer leaves unsold be- 
cause we didn’t have the make he 
had in mind. 

“Moreover, we are not the ‘advo- 
cates’ of any particular make; we 
play no favorites. We do not try to 
show another make, for instance, to 
the customer who prefers to look at 
the Crosley radio. He is the judge 
of what make he prefers to inspect, 
but, once having chosen the make, 
we sell him the best model of that 
line possible. That’s our job. If we 
can sell a $200 outfit to a customer 
who intended to invest only $100, 
that’s our job, too, and that’s the 
Jones type of salesmanship. 

“Same with loud speakers. These, 
of course, are sold after the set has 
been chosen, and while we carry a 
variety, we prefer to sell the better 
ones for more money, and that’s 
good business for us as well as for 
the purchaser. 

“Of course, we do not sell the bet- 
ter type loud speakers just by talking 
about them—we let them speak for 
themselves through demonstration. 
Anyone can tell by listening to a 
broadcast program, first through a 
$10 speaker, then through, say, a 
$36 speaker, which he prefers. We 
find that a demonstration of speak- 


This brilliantly 
lighted sign 
graphically  car- 
ried to observers 
what it means to 
have radio com- 
munication in the 
home. 




















This is one cor- 
ner of the Radio 


Department that ¢ 
people see from 3 
the main store x 


aisle. 


ers, one after another, is worth more 
in making sales than technical argu- 
ments. 

“It’s the same in selling sets. 
While, in the main, our appeal is 
middle class radio merchandise, for 
the substantial middle class of cus- 
tomers we place our accent on the 
upper-middle class, so to speak, and 
if possible always sell a $200 outfit 
rather than a $100 outfit, and-a $35 
loud speaker rather than the cheap- 
est obtainable. 

“By demonstration and limited 
talks we show the customer very 
plainly that he is really using judg- 
ment by buying something just a 
little better than, perhaps, he had 
planned; for it is he who must listen 
to the programs, not us, and he is 
serving his own interests, since the 
better instrument gives to him a 
higher form of entertainment. 

“When a purchase is made, we 
allow the customer ten days during 
which he may return the set and 
trade it in for a higher priced set— 
if he wishes. In cases, which are 
rare, when he wishes to return the 
set and get his money back, that is 
permitted, but he cannot return the 
tubes and batteries. These he must 
pay for. 

“Of course, many customers get 
the notion they want a better set 
after a ten day’s trial of a cheaper 
set. That is all right with us, and 
the trade-in privilege thus becomes 
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a factor for the sale of higher priced 
sets. 

“Our plan of permitting customers 
to retain sets ten days and then 
trade them in on another is valuable 
in the sense that, knowing this, the 
prospect does not demand that we 
spend endless hours demonstrating 
before he finally makes up his mind. 

“During those ten days the pur- 
chaser may do his own demonstrat- 
ing, secure in the knowledge that if 
not satisfied his set has its full trade- 
in value intact, and this factor 
speeds up decisions, which means 
that it speeds up sales. 

“Another thing looming large 
among the several basic factors 
which contribute to the general suc- 
cess of the radio department is what 
we call our Club Plan of selling. 

“When a prospect has selected a 
radio set and loud speaker, in case 
he does not desire to pay cash he is 
taken to the Credit Department by 
the salesman making the sale, and 
the Club Plan used in the Jones 
store is explained to him. 

“He is thoroughly questioned upon 
all details as to residence, employ- 
ment, references, etc., and, thanks 
to the thoroughness of our Credit 
Department, very little money is lost 
through time payment sales. And, 
it might be added, the credit depart- 
ment does the work in such a man- 
ner that few persons object to the 
inquiry. The purchaser pays down 
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Radio a Month Inside the Store 





14 per cent of the total purchase 
price, and the rest is divided into 
ten equal monthly payments, with 4 
per cent added. 

“It is volume we are after, and 
this policy makes volume not only a 
possibility but a certainty. Sup- 
pose, for instance, that we should 
stock high priced radio sets exclu- 
sively, say sets running from $300 
to $700, and sell only for cash—even 
with thousands of persons entering 
our store daily and passing through 
the radio department, we couldn’t 
gain heavy volume, whereas the Club 
Plan is a tremendous factor in put- 
ting over a volume running up to 
$100,000 a month. 

“There is another angle of our 
merchandising plan which we con- 
sider important, because it enables 
us to sell on a reasonable margin of 
profit, a great factor in attracting 
thousands of buyers. 

“This concerns our outside sales- 
men—we have none. Outside sales- 
men are no doubt of great value to 
some radio stores, but they must be 
paid, and paid well, if really efficient 
ones are to be held. And the money 
paid to these men must be added to 
the price of a radio set—there’s no 
getting around that. The dealer 
cannot subtract this from his own 
profit and have anything left, unless 
he sells on a wide margin. 

(Continued on page 46) 
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Your Stock 


Smooths no Clothes 


But if you properly state its qualities in your daily advertising, you can make 
this publicity back up your weekly sales for irons and 
other appliances 


USTOMERS read store adver- 

C tisements every day and fre- By Guy 
quently buy what is advertised 

in the space. And more frequently, buy other items 

than those appearing in the space. Every merchant 


knows this. Those having very large stores know it 
better than the small-store mer- 


sales, those bought from items de- 
Hubbart scribed in the ad. 


Of course, advertising builds good 
will, even if infrequently run, so the monthly idea has 
that much value anyway. But direct sales are what build 
up volume and bring new customers in with money 

in their hands. 

















chant, but only because volume — —= fae = The flaw in the reasoning that 
is large enough by the day to ; '=RHWhite Co.= ten customers from a $40 ad is 
a” that the store manager has no 


register the sales influence of 
the advertised goods. 

Some of the more progressive 
department stores and the larger 
hardware stores ask customers 
when they buy whether or not 
they read of the item in the 
store’s advertising. 

And quite often the customer 









way of knowing how many more 
women were influenced to buy 
but did not tell the store so. As 
a matter of fact, if ten women 
respond to an ad with direct pur- 
chases, one hundred women buy 
: in other departments of stores 
The | selling electrical goods. No 




















Govetent type of merchandise can com- 





is able and willing to recall ome 
whether or not she got her iin- 
pulse to buy from a description 
in an advertisement. 

In a way, however, it is a good 
thing customers do not tell the 












“4 | pare with electrical goods in ad- 

ant Oe vertising responsiveness — not 
even style goods. 

This is the reason, and it is 

worth careful thought by mer- 























store how often or how carefully 

7 > + Grwe the Bride on the Graduare 
they read its advertising. If Seontavd 
the actual facts were known, 
some stores would quit advertis- 
ing and others would overdo it. 












enya ‘snr, | chants, big and little, who carry 

weirs | electrical goods: ELECTRICAL 
APPLIANCES, BECAUSE 
THEY LIGHTEN HOUSE- 
HOLD LABOR FOR WOMEN, 











Here is the reason: 

If a hundred customers in a 
week in a big city told a store 
manager that they read his ad- 
vertising, he might say to him- 














SAVE TIME, ENERGY AND 
REDUCE HOUSEHOLD RUN- 
NING EXPENSE are constantly 
in the minds of women, some of 
whom have one or more appli- 
ances and some of whom have 























self, “Well, I only need one ad 


a month. All the women watch 4q No. 1—A medium size store using 


for mine, anyway, so all I need two or three ads 


to do is to advertise the early splendid idea from this one. The idea 


yet to purchase the first appli- 
ance, and both classes are future 


a week can get a 
purchasers of the store that ad- 


part of the month and sell all is to feature two or three electrical goods _ vertises consistent with its stock 


the remainder of the month.” leaders so priced 


On the other hand, if only ten comes into the department on other, non- 
advertised goods. 


women spoke of reading the 
ads, the manager might think: 

“If that is the case, only ten women out of this 
population read my ads, it is no use to advertise. My 
ad last week cost $40. That’s too expensive.” 

There is a flaw in both their ways of looking at 
advertising. In the first place, one hundred women buy 
a lot of goods; buy by the day, not by the month, and if 
ads influence them it is only by the week or near the 
time the purchase is needed. This refers only to direct 


that extra volume and competitions. 

This is not an argument. It 
is an assertion based on long and 
careful study. There are many 
things women do not yet know about electrical goods, 
no matter how much they may know of silks, hosiery, 
furniture, bedding, clothing and fashions. 

The latter are items every woman has always had to 
have and has always bought. Electrical goods are com- 
paratively a new item in daily needs, not that the work 
they perform is new, but the electrical performance is 
relatively new and as yet comparatively undeveloped. 
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A Specigl Offering! A Special Sale of Fine White 

Novelty Striped Dress Linen Linen Handkerchiefs 

In 36-inch Width—54c Yd. Mera eet moe red oy nme ater ge 


SOc Women’s Hand Embroniered Hamdherchichs 3% 
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$1.25 Imported Printed Voiles 58 Yd. 
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103 Summer Rugs (9x12 ft. Size) 
$9.90 Each 
Sell regularly at $16.50 














‘Astiotn ber raga. Solid cole grounds of " 
Seer Sr Sel ee be eee 





Couch Hammocks With Upholstered 
Backs $14.90 Each - 
Steet constructed frame, Thick seat and back 
cusbvons, covered with canvas. Choise of either 
kbaks.or gray. The back ie adjustable, . 
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Ad No. 2—A hardware or other store with housewares 
and china in stock could make a profitable middle-of- 
the-week ad out of this 36-inch section. The combina- 
tion of glassware, chinaware, lamps and other electrical 
appliances is just right for any week in October. Bird 


cages are in this ad because they draw family trade. 


Women have ironed clothes for hundreds of years, 
but only within recent years have they ironed them with 
an electric iron. People have always lighted their homes 
with lamps, but only since the development of electricity 


have they lighted with electric lamps. 


To illustrate the use and value of newspaper adver- 
tising, three electrical goods ads are reproduced here. 
They are the ads of large stores in large populations, 
and are used as examples because they contain definite 
lessons for the smaller store which of, necessity must 


use smaller space. 


Ad No. 1 is six columns of space featuring twelve 
sections of merchandise, two of which are electrical 
goods: a vacuum cleaner and a table lamp at $24.75 


and $6.98 respectively. 


These two items as they stand in the ad use up about 


twenty-six inches of space. 


A small store, using twenty-six inches of space every 
four days and featuring four items at a time, can in- 
crease its weekly sales every week. These two items 
in ad No. 3 are good examples of what and how much 


to say about each item and how to use cuts. 


Each item 


is described by about sixty words, and that is enough. 
Vacuum cleaners and lamps, especially medium price 


lamps, sell well in October. 


Ad No. 2 is a full-page, with thirty-six inches devoted 


to chinaware, lamps and electric hair dryers. 


This is 


a big-city, big-store ad, but with three good points for 
the small store and a considerable number of small 


stores use this method of ad writing: 
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Lamps Are Specially 





FIRST, the electrical goods space is sensible and 
practical, about one-sixth of the day’s space. 

SECOND, the price ranges of the electrical items 
are $10.95, $5.95 and $4.95, prices that draw well in 
practically every division of an electrical goods stock. 

THIRD, good cuts are used to back up the copy 
descriptions. 

A small store could use this section as it stands 
for one day’s advertisings in October. And thirty- 
six inches is enough space for one day for a small 
population. 

Ad No. 3 is a half-page featuring lamps, a special 
sale of lamps. The points worth noting are these: 

The values run from $33.75 down to $1.39. There 
are nine separate items. Each is briefly but clearly 
described, carefully illustrated and priced at a single 
price, no comparative prices. Nothing any more 
surely lessens customer-confidence in electrical goods 
values than cut-prices or comparative prices. 

The upper half of this ad features items from sea- 
sonal household and staple lines of goods. While 
lamps only are featured from the electrical depart- 
ment, this ad sold plenty of other electrical items and 
it sold lamps the day it appeared and influenced sales 
long afterward. 

To make an effective ad suitable for a small store 
or department to run once or twice a week, four of 
these items and illustrations would make a good 
thirty-inch ad. The hardware store could put in four 
additional items—irons, washers, electrical heaters, 
toasters or non-electrical house wares, and have a 
mighty timely ad for any week in October. 

While size of space is of less importance than what 


goes into it, enough should be used to give to each 
item a good, clear showing. 
use 30; if ten more inches adds to the physical looks 
of the ad and to its readability the extra expense will 
be more than offset by the increased attention value. 


If 30 inches is enough, 


Keep in mind that your customer is doing your store 


and you a favor when she reads what you say about 
your values and it is only after she comes into your 
store that the real value of your copy, cuts, descrip- 
tions and prices become apparent. 
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Ad No. 3—With a suitable headline the four right-hand 
items in this advertisement would make an excellently 
merchandised ad for a small store. 
descriptions occupy 27 inches of space and the price 
ranges, $6.87, $1.39, $9.89 and $1.39, are all big-re- 
sponse prices. 


These four item 


They will sell lamps and several other 
electrical goods items. 
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With October Come Heaters 





ed that an electric heater was 

rather an unsightly bit of fur- 
niture (except for the radiant bowl 
part), along comes the sales-mana- 
gers, engineers and designers and 
add shapes so that now the home 
owner has no “appearance alibi” for 
not buying and the dealer cannot ob- 
ject that they “all look alike and ter- 
rible.” 

The 1927 model of room heater is 
just what the dealer and his cus- 
tomers want—at least some of them 
must be for there is as great a 
variety of design as there are colors 
in the fall neckties, almost. Along 
with the new and sometimes radical 
designs, also come improvements in 
radiation or heating ability. 

A study of the 1927 fall series of 
heaters indicates that the designers 
have had free hand. The familiar 
bowl type now appears in various 
sizes, shapes and depths and with 
stands that keep the bowl at the 
right height for foot stool use and 
other stands that will place the heat- 
ing element on level with a writing 
table. Some of these stands are 
quite ornamental. 

Designers who have departed from 
the familiar bowl design are show- 
ing fireplace designs (portable of 
course), the steam radiator effect, 
hot air register, coal and gas grate 
types, some are built like oil stoves 
and others like the humidor coils in 
cigar cases. 

Certainly this variety, if the deal- 
er should care to stock several lines, 
lend themselves to a much improved 
display. And speaking of display, 
have you tried removing the heating 
element from the bowl type heaters 
and replacing it with a flame tint 
red incandescent lamp. If you do 
this, you not only improve the dis- 
play, but you save current and do 


J UST as most of us had conclud- 
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During that month the manufacturer will flood the 


country with magazine and newspaper adver- 
tisements and dealers with circulars, you are 
asked to do some pushing and displaying 


not add to the heat of your already 
(perhaps) well heated store. 

Education and display are the two 
requisites for successful selling of 
heaters. The education is especially 
necessary if you value the attitude 
of your customers after they have 
made the purchase. 

Most people who buy electric heat- 
ers for the first time are disap- 
pointed because they have been over- 
sold. People generally—those who 
do not own heaters—have much too 
high an opinion of the possibilities. 
Heaters were never intended to heat 
houses and they will not do it in cold 
weather with the usual kind of wir- 
ing. They are intended to supply 
emergency heat where and when 
wanted on short notice. 

Most people, too, on buying their 
first heater are likely to complain 
long and loud about the cost of opera- 
tion and any merchant who does not 
want an unpleasant after clap to his 
sale should explain just what its 
operation will cost. 

All heaters are marked as to maxi- 





mum wattage, or should be. Some 
may be marked “6 amperes, 110 
volts.” In that case, multiply the 
voltage by the amperes and you have 
the wattage, 660. Any appliance 
using 660 wattage will consume in 
one hour 660 watt-hrs. and if the 
current rate in your community is 
10 cents per 1000 watt-hrs, it means 
that it costs 6.6 cents an hour to run 
the heater. A 10-hour day means 





66 cents and from 7 a.m. to 11 p.m. 
means $1.06, or nearly so, for the 
day. If your rate is 14 cents per 
1000 watt-hrs. you multiply the 660 
by 14 cents to get the hourly rate. 

Heaters as offered to the trade run 
from 660 to 12,000 maximum wat- 
tage. The 660 or less are the only 
sort it is safe to sell without special 
information as to the wiring. 

Also in the educational line there 
is a lot to tell about how handy and 
useful heaters may become when 
properly used. You know this story. 

The second point—display, is the 
big point in all merchandising today. 
The heater is good display merchan- 





dise because people can feel it as 
well as see it. A heater with a flame- 
tint lamp in it is an ornament to any 
home furnishing display in the store 
or in a show window. 

Some people complain that heat- 
ers, especially the bowl type, do not 
radiate heat sufficiently. In that 
case, suggest they run the fan at low 
speed over it and scatter the heat. 

Finally, do not overlook the fact 
that early fall is the time to sell 
heaters and that heaters are really 
economical when heat is needed for 
only an hour or so in the morning 
and evening. This fall, may we 
again remind you, many manufac- 
turers will be advertising heaters to 
the great public, as arranged for the 
Concurrent Advertising Campaign 
between light and power companies 
and manufacturers and now extend- 
ed to merchants. 
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Portable Lamps and Store Display 


Some goods are difficult to show to customers in an attractive way, but light 
givers not only show themselves well, but help to show your other wares 


VERY time we think of port- 
K lamps as merchandise, 

we think of an experience 
with a large New York store. This 
store, which sells only ready made 
garments and accessories, used beau- 
tiful portable lamps as aids to the 
excellent show window displays. Not 
knowing that the store did not sell 
lamps, we went in and asked for the 
lamp department. 

The courtly aisle man came as 
near giving us a short answer as 
is possible for a man wearing a frock 
coat, formal tie and wing collar to 
give. That, of course, aroused a 
considerable curiosity on our part, 
so we hunted up a buyer we knew to 





learn the why. His explanation was 
interesting. 

“When we moved into this build- 
ing four months ago we began our 
present scheme of window displays,” 
he said, “and we have used many 
lamps as aids in attracting attention 
to our merchandise. These lamps, 
it seems, are amazing to the public 
in this part of town and there has 
been a stream of people coming into 
the store wanting to buy. 

“Lamps are entirely beside our 
present list of merchandise for we 
touch nothing that can be considered 
housewares. So you can see why 
our aisle men get annoyed. You 
ignore all of our beautiful merchan- 
dise and ask to see something that 
is merely an accessory to merchan- 
dising.” 

And therein, it seems to us, is a 
suggestion for every merchant who 
actually does sell lamps, also light- 
ing fixtures. 

Here is the secret of this incident. 
Many women who admired the 
gowns and coats properly draped 
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under a bridge or floor lamp to 
match, instantly thought of the 
possibility of such a display in their 
homes. Hundreds of men and wom- 
en who were attracted by the dis- 
play figures, seated comfortably in 
chairs, supposedly reading with ease 
because of the excellent and hand- 
some light, thought how nice this 
would be for husband or wife. Acting 
on the impulse, they entered the store 
to inquire and perhaps to buy. 

Recently we saw a manufacturer’s 
display of about fifty small hand or 
boudoir lamps. Some of them were 
exceedingly beautiful. All were at- 
tractive. None was over 12 in. high. 
They instantly suggested use in dark 
corners that the homemaker wanted 
to make bright, or as a lamp to be 
left lighted when the family is 
absent from home, for use near win- 
dows. They would make excellent 
bedroom lamps, even dressing table 
lamps. 

We cannot imagine a woman or a 
man who loves a beautiful home who 
could not think of several places to 
put one of these lamps; nor can we 
think of a store that would not be 
more attractive for having a lot of 
these lamps lighted in odd corners 
and in the show window at night. 

Around Thanksgiving and Christ- 
mas these lamps would be the mak- 
ing of an unusual window display 
with the flood lights darkened. 

We think these lamps would sell 
themselves when incidentally dis- 
played. The price tag would do the 
work, for they were not expensive. 

We have never believed that the 
best way to sell lamps was to gather 
all of the portables in one depart- 
ment and then advertise a bargain 
price. That will work in some cases 
and undoubtedly helps volume, but 





we have always believed that the 
proper way was to display fewer 
lamps and to display them in such a 
way that their use as beauty, light 
and comfort makers were fully 
brought out and then charge a fair 
profit on every lamp sold. 

We hold a strong belief that al- 
most any man or woman will pay 
twice as much for a lamp when he 
or she sees its beauty, use and its 
comfort possibilities as when she 
sees it only as an article of mer- 
chandise or house furnishings. 

For the month of October, port- 
able lamps are the secondary item 
in the concurrent advertising cam- 
paign and the lamp manufacturers 





























and light and power companies are 
going to make these a subject of spe- 
cial advertising effort. 

It appears to be the obvious thing 
for merchants who sell housewares 
to display lamps during this period, 
for this advertising will doubtless 
cause many people to think in terms 
of lanfps. Join the parade—it is 
only merchandising to do so. 

All that is said here about lamps 
applies to lighting fixtures. Many 
more lighting fixtures would be sold 
if merchants would stock fewer de- 
signs and show them in an attrac- 
tive homelike manner: There is an 
idea held in some quarters that light- 
ing fixtures are competitive with 
furniture and other housewares. 

That is all wrong. They should 
be a part of this merchandise and 
every sale of lighting fixtures—and 
display of course—should be along 
the line of a more beautiful home 
and the buying considerations should 
be better lighting and how they fit 
into the general home furnishing 
scheme. 
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Selling Electric Ranges Before 
the Wires Reach Homes 


The Bell-Grassle Co. got its start on electrical refrigeration and could not stop, so 
turned to electric cooking and put ranges over 
in the same way 


of any particular item or class 

of goods—hand picked from 
the many and varied lines of the live 
hardware dealer—intrigues that 
merchant toward other lines that 
might bear a similar fruitfulness 
with proper effort. 

Harold Bell of the Bell-Grassle 
Co. of Redlands, Cal., was so greatly 
impressed by the success of his com- 
pany’s special effort in electrical re- 
frigeration (described in ELECTRICAL 
Goops for June, 1926) he looked 
around for other merchandise that 
would repay similar effort. Naturally 
he first looked over the electrical 
field. 

Although this progressive firm car- 
ries all of the smaller electrical appli- 
ances that other hardware merchants 
carry, it had never seriously con- 
sidered the latent sales value of elec- 
trical goods, until refrigeration 
opened its eyes. 

The sale of electric refrigeration, 
gave the Bell-Grassle Co. an entrance 
to homes that could and would use, 


Goran in the merchandising 





By Bob Woodworth 


and some that must use, either elec- 
tric cookery, or some cruder and less 
cleanly method. Mr. Bell believed 
that he could market a high class 
electric range and that his electric 
refrigeration force could supplement 
their work in that field with such a 
range. 

Some of the following considera- 
tions helped the decision of the Bell- 
Grassle Co. to enter this field, and 
are offered as an argument to other 
merchants, similarly situated, who 
contemplate the same policy. 

Within the Bell-Grassle Co. sales 
territory are considerable areas not 
served with gas, where wood is 
scarce and coal is high. Electric 
power lines are in, or adjacent, and 
the only alternative is gasolene or 
kerosene for a fuel. 

Homes are developing quickly in 
these areas, and the power companies 
are extending their lines just as fast 
as they can get a sufficient number 
of clients on the line to make it pay. 
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The power rate that they offer here 
in Southern California is low enough 
to make the use of all of the elec- 
trical appliances attractive. 

Because it is possible in this 
climate to spend ten-twelfths of 
your time out of doors, many do so. 
This develops a good argument in 
favor of the electric range, for: 

While the lady is cleaning up the 
breakfast dishes—and I mean the 
lady; not the servant, try and get 
one, and here I mean the servant— 
she can put the whole evening meal 
in the oven of her electric range, set 
the temperature control, adjust the 
time control, leave the house at 10 
a.m. and get back at 6 p. m. and take 
a perfectly cooked and hot dinner 
from the oven. 

If you know Californians, you 
know that IS an appeal. The servant 
situation is really serious, and any- 
thing that minimizes the necessity 
of domestic help is not only sought 
for but cherished. 

After a long and careful study, 
Mr. Bell decided to take on the 


The range is always kept 
prominently displayed 
on the sales floor. In the 
picture, it edged into the 
aisle where customers 
come to buy incandescent 
lamps and where small 
appliances are on view. 














No opportunity is overlooked to include the range in a suitable window display. 
all of the items displayed were electric 


Lindemann & Hoverson line of elec- 
tric ranges and appliances, better 
known and sloganed as “L. & H. 
Electrics.” His judgment led him 
to this decision because, briefly, they 
could meet the following require- 
ments. 

Lindemann & Hoverson could offer 
him the exclusive right to sell their 
products within a specified territory, 
an advantage to the merchant that is 
obvious. As manufacturers, L. & H. 
are an old enough concern to be 
familiar with all of the science and 
methods or processes of cookery, hav- 
ing cut their eye teeth on and de- 
veloped every kind of cook’ stove, 
and wide awake enough to have ex- 
panded into the electrical line as it 
developed. 

They. have the advantage of mak- 
ing all of their product. They are 
also big enough to make a compre- 
hensive line with a variety of models, 
and a price range to suit any pocket- 
book. 

Mr. Bell also found that L. & H. 
could supply merchandise from their 
local distributing agency in Los 
Angeles, and that simplified a lot of 
things. He would not have to invest 
in a large stock, and tie up a lot of 
money anxious to circulate. *He 
could telephone for a range in the 
morning and get it the same after- 
noon or the next morning. 

The initial investment in this line 
was a single electric range with full 
automatic electric time and tempera- 
ture control, rust proof throughout, 
finished inside and out in full porce- 
lain enamel and attractively colored 
in white and trimmed in gray. This 
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particular range fairly represented 
the features of the entire line and 
later became the basis of a lecture 
and instruction by a factory repre- 
sentative. 

The entire store force met one 
night after hours and was instructed 
by Mr. Kreamer, an active spell- 
binder, who knew his onions, and 
had a pleasing way of imparting his 
knowledge to this gang of freshmen 
in the college of electric cookery. 
After the lecture the store served 
light refreshments, and the meeting 
ended with a remembrance of both 
a social and instructive evening. 

In odd moments of the day follow- 
ing the whole force individually 
studied the “Manna C” with the 
demonstrator range, and initialed the 
manual as they completed their 
course. 

All the salesmen and most of the 








In this case practically 


others of the force can intelligently 
explain and demonstrate not only 
this model but also the others that 
were added to the display when in- 
creasing sales demanded. An intro- 
ductory letter of announcement on 
the store letterhead was mailed to 
the entire list, and this was supple- 
mented at various times with stuffers 
in monthly statements and wrapped 
with merchandise. 

The investment never became 
large, and the average consists of 
three ranges, one to sell at $112, one 
at $200 and one at $315. This has 
proven a comprehensive enough dis- 
play to sell from the catalog any 
other electric range in the L. & H. 
line. 

Prospects are found among regu- 
lar customers who are looking for 
a clean, automatic and ultra modern 

(Continued on page 56) 
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Harold McBride is supposed to sell paints but when he is going to talk 
about fitting up a new home he cannot resist taking a range along. 
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A Radio Opening will 
Start Season Well 


It will be especially good to hook up with the 
show in your city, and tf there 1s no show, 
hold one of your own 


By Arthur Sinsheimer, Radio Editor 


HY not a Fall Radio Open- 
ing? It is Fall, isn’t it? 
And stores large and small 


all over the country have Fall Open- 
ings, don’t they? 

Of course, women’s. ready-to- 
wear, millinery, fabrics, underwear, 
shoes and dress accessories are the 
main reasons for department stores 
having these openings. 

But in making these departments 
the feature events, every other de- 
partment in the store goes right 
along with the occasion and 
through proper publicity, newspa- 
per advertising and display, gets its 
share of attention and increased 
business which the Fall Opening 
always brings forth. 

Just think it over a minute and 
you’ll agree that a Fall Radio Open- 
ing is a most logical publicity stunt 
for featuring your newly stocked 
radio department. During this 
month is the right time to feature 
your Radio Opening and what new 
life is put into the merchandising 
of your radio department depends 
on just how far you will attempt to 
cash in on this timely suggestion. 

All during this month and next 
there will be Radio Shows staged in 
practically every large city in this 
country starting with the Fourth 
Annual Radio World’s Fair to be 
held in Madison Square Garden 
during the week of Sept. 19 in New 
York City, with the year’s greatest 
broadcasting event—the Radio In- 
dustries Banquet—to be held on 
National Radio Day, Wednesday, 
Sept. 21. 

And if these events, directed 
definitely to radio publicity, are not 
incentive enough for you to hook 
up with them by at least featuring 
a local radio event of some kind, 
then you certainly ought not to 
blame anyone else but yourself if 
your ledger is a little weak on the 


profit side when the season is at an 
end. 

Now it may sound complicated, 
but it’s easy enough to run a Fall 
Radio Opening if you’ll keep upper- 
most in your mind the one impor- 
tant thought of “What else can I 
do to bring my radio department 
and its fine new merchandise to the 
attention of the greatest number of 
people in my community?” 

The use of newspaper advertis- 
ing, window and department dis- 
play, with personal letters and tele- 
phone calls to your best prospects 
are the tools at your command that 
will put the event over if you use 
them properly. 

Get an artist to make up a spe- 
cial heading for your newspaper 
ads that incorporates some attrac- 
tive idea that will give to the space 
the appearance of a big radio event 
announcement and type in a head- 
line “You Are Invited To Attend 
Our Fall Radio Opening.” The rest 
of the ad can go on with cuts, and 
descriptions of the new radio mer- 
chandise and emphasize how inter- 
esting and informative the display 
will prove to everyone who accepts 
the invitation to see the new things 

National Radio Day, Sept. 21, 
should create a special interest in 
reception. A marvelous program 
will be broadcast, and if you play 
it up strongly enough, you’re likely 
to find quite a few people who will 
want to buy sets, speakers, bat- 
teries, tubes and other apparatus 
in order to tune in. The program 
broadcast through sixty-nine sta- 
tions from the Radio Industrial 
Banquet, which will be the feature 
event of National Radio Day. 

Interest your display manager or 
whoever attends to trimming your 
windows in this fall opening idea 
so that he’ll extend himself by plan- 
ning an exceptionally attractive ex- 
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The Man Who Knows 








hibit with window cards inviting 
the public to inspect the latest 
models. And in the radio depart- 
ment itself have groups of sets, 
parts, accessories and aerial equip- 
ment arranged so that visitors can 
see and examine the various items. 

Also have enough demonstrators 
on hand to explain in a practical 
way the refinements and improve- 
ments on this year’s models. Hook 
up one or more of the sets so that 
prospects can hear them. 

Plan an Information Desk with a 
man competent to answer questions 
and give good advice and sugges- 
tions to every one that inquires. 
Let every visitor register his or her 
name and address in a big book 
placed on a separate table for just 
that purpose—it will help you to 
make up a corking mailing list for 
future use. Arrange to give ten- 
minute talks and demonstrations at 
several stated periods each day of 
the event and be sure to announce 
the time of these talks in all news- 
paper advertising. 

There are hundreds of interest- 
ing stunts appropriate for a Fall 
Radio Opening and we’ll be glad to 
help you think them up. It doesn’t 
cost very much to stage such an 
event and the increased sales, plus 
the prestige and publicity it gives 
to your radio department, warrants 
your trying it out, anyway. 

Many of the successful radio deal- 
ers ascribe that sucess to the making 
of their stores a radio headquarters 
for their customers and their cus- 
tomers’ friends. This means a place 
where information about the newer 
things and broadcasting features are 
available. A Fall Radio Opening is a 
splendid opportunity to start this. 


























1—Contest closes October 27. 


2—Contestants must be 
appliances, or radio. 


connected with retail 


EDR 








sales 


of 


3—Print your name plainly, address, store you are con- 
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Address—Title 
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Contest, 


nected with and position occupied. 
In case of tie each contestant will receive $15. 


ELECTRICAL Goops 


SECTION, 
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$15 For the Best Title for this Picture $15 
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N. Lazarnick Photo 
5—The winner will be announced in the second issue of 
the ELECTRICAL Goops following this issue. 
6—The Staff of ELECTRICAL GooDS SECTION will be judges. 
SPECIAL—Please do not 


tear the page from this maga- 
zine. 


239 West Thirty-ninth Street, New York City. 








Displays That Feature One Electrical Appliance 


The Mid-West store is the newest of the Wieboldt stores in Chicago and in the planning for this store a well 
equipped space was allotted for electrical goods. Demonstrations can be made in this store under favorable 
circumstances as to power and light. 


©. O. Heslop & Sons usually feature furniture in this window and when a washing machine campaign is on 
they present this equipment under the same favorable surroundings 
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“A Sellin’ Radio” 


By Hope Connor 


| RADIO 





When Madam Jones made up her 
mind, 

T’ buy a radio, 

She didn’t know a thing about 

Th’ kind t’ get, an so—— 

She went t’ every store in town, 

An’ tried t’ get th’ clerk—— 

T’ tell her all about his set, 

An’ how it oughtta work. 


But everywhere they talked about 

“Regenerative” sets, 

An’ “Neutrodynes” an’ “Hetro- 
dynes,” 

An’ all their other “pets”: 

An’ every salesman tried t’ prove, 

His “pet” was surely best, 

Of all those made, because some part, 

Was different from th’ rest. 


He talked o’ dials an’ plugs an’ loops, 

An’ jacks an’ clips an’ springs, 

Tho’ Madam Jones cared not a bit, 

T’ hear of all these things: 

An’ if she’d check his eloquence, 

T’ ask a. thing or two, 

He’d tell her more o’ how they’re 
made, 

Instead o’ what they’ll do. 











An’ when she’d ask him if a set 
Would bring in “XYZ,” 
He’d say, “Why, Madam, sure it will, 
For Madam, don’t yo’ see 
This dingus that I showed yo 
first 
That’s governed by a knob—— 
Connects inside this coil, an’ so, 
Controls that thingabob!” 





> 





Now Madam Jones had quite a 
deal 

O’ patience, by th’ way, 

But even she was gettin’ some 

Disgusted, on this day: 

But finally, she went t’ Bill, 

Th’ hardware man, yo’ know, 

An’ ’fore she left she wrote a check, 


For “one new radio”! 
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So listen, friends, and I’ll explain, 
Just how Bill put it thru; 

An’ “go thou then, an’ do likewise,” 
Is my advice t’ you: 

For he’s a salesman, no mistake, 

An’ if yo’ learn t’ sell, 

Th’ way he does, just count yourself, 
As doin’ very well! 


Now soon as Madam Jones come in, 
Bill took her t’ a room, 

Where several sets were all hooked 

up, 

An’ there she met her “‘doom”’! 

For Bill could see that she was tired, 
An’ dragged an easy chair 
Close by th’ set he’d rather sell, 
An’ placed his prospect there. 





An’ soon he started in t’ talk—— 
But not about th’ set; 

For ’stead o’ tellin’ how ’twas made, 
He told her what she’d get: 

An’ then he showed her how t’ tune, 
An’ let her try it, too 
T’ prove t’ her ownself just what—— 
That radio would do. 


He bothered not with talkin’ “parts,” 
But let her “play” a while; 

An’ when she'd satisfied herself, 
She looked up with a smile, 

An’ said, “this set looks good t’ me, 
So send it out t’day; 

For I’m so pleased, I want t’ have-—— 
It put in right away!” 





An’ now it seems most every day, 

Bill sells another set, 

T’ someone Madam Jones sends in, 

For she has helped him get——- 

A reputation, in that town, 

For bein’ on th’ square, 

Just ’cause he talks plain English, 
’*stead 

O’ blowin’ off hot air! 
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Enchantment 





This is the Eveready 

Layerbilt that gives Bat- 

tery Power for the long- 

est time and the least 
money 


Ar A throw of a switch and 
a turn of a dial a radio program 
comes in. It is clear. It is true. It 
is natural. The listener thanks the 
powers of nature that have once more 
brought quiet to the distant reaches 
of the radio-swept air. He is grateful 
to the broadcasters whose programs 
were never so enjoyable, so enchant- 
ing. He calls down blessings upon 
the authority that has allotted to each 
station its proper place. And if he 
has bought a new set of “B” batter- 
ies to make the most out of radio’s 
newest and most glorious season, he 
will thank the dealer who recom- 
mended them to him. 

For there is no doubt of it—radio 
is better with Battery Power. And 
never was radio so worthy of the per- 
fection of reception that batteries, 
and batteries alone, make possible. 
Today more than ever, the radio user 
needs what batteries give—pure DC, 
Direct Current, electricity that flows 
smoothly, quietly, noiselessly. When 
such is the current that operates a 
receiver, the listener is unconscious 
of its mechanism, for he does not 
hear it humming, buzzing, crackling. 
The enchantment of the program is 
complete. 
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Radio is better with Battery Power 


Batteries themselves have improved, as has radio. Today they 
are so perfect, and so long-lasting, as to be equal to the demands 
of the modern receiver. Power your customers’ sets with the 
Eveready Layerbilt ‘B” Battery No. 486. This is the battery 
whose unique, exclusive construction makes it last longer than 
any other Eveready. This is the battery that makes your radio 
power business trouble-free, profitable, and a builder of good- 


will. Order from your jobber. ‘ 
NATIONAL CARBON CO., INc. ucc New York—San Francisco 
Atlanta Chicago Kansas City 


Unit of Union Carbide and Carbon Corporation 





Tuesday night is Eveready Hour Night—8 P. M., Eastern Standard Time 


WEAF-New York WGR-Buffalo WGN-Chicago WRC-Washington 
WJAR=Providence WCAE~Pittsburgh WOC-Davenport WGY-—Schenectady 
WEEI-—Boston WSAI—Cincinnati weco-/ Minneapolis WHAS-Louisville 
WDAF-~Kansas City WTAM-—Clereland \ Se. Paul WSB—Atlanta 
WFI-Philadelphia WWJ—Detroit KSD-St. Louis WSM=Nashville 


WMC—Memphis 


Pacific Coast Stations—9 P. M., Pacific Standard Time 


KPO-KGO-San Francisco KFI—Los Angeles 
KFOA—KOMO-Seattle KGW-=Portlund 


Have you heard the new Victor record by the Eveready Hour Group—orchestra and singers— 
in Middleton’s Down South Overture and Dvorak’s Goin’ Home? 
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‘These three deals have 






Unit No. 16 


contains 6 Eveready No. 2616 cases. 


Cost to dealer $4.68 
Retail value 7.20 
Dealer’s profit 2.52 


R ALL GE 
EORT-RAN 

















and 6 Eveready No. 2631 cases. 
Cost to dealer $8.82 
Retail. value 12.60 
Dealer’s profit 3.78 


proved big 


<~s money-makers 


Wuy? First, dealers make more money out 
of handling flashlights. These three types will 
give a faster rate of turnover than other types 
representing an equal stock investment. 

Second, your stocking problem is simplified. 
90 per cent of all flashlight sales are concen- 
trated in these three types. The package be- 
comes a display case on being opened. It 
is highly visible and lithographed in bright 
attractive colors. 

Third, you have a better chance to display 
your stock of flashlights. The units are small 
enough to be put on the counter in full view 
of your customers. Prominent display always 
stimulates demand. 

Nights are getting longer. People need 
l'veready Flashlights. 

Order from your jobber. 

NATIONAL CARBON COMPANY, Inc. 


New York San Francisco 
Atlanta Chicago Kansas City 


Unit of Union Carbidi uCC and Carbon Corporation 








f 
‘ 


wren" aie ik ‘baggie of 
Unit No. 18 Unit No. 71 
contains 12 Eveready No. 2604 cases contains 6 Eveready No. 2671 cases. 
Cost to dealer $4.68 


FLASHLIGHTS oe, 12 
& BATTERIES 


-they sell faster 
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Illustrating Good and Bad Instances of Lamp Selling 












These lamps are 
placed to light 
the sofa and are 
in keeping with 
furniture and 
general sur- 
roundings. 
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Lamps much 
too heavy for 
tables and 
shades much 
too light for 
crimson can- 
dle shades 
and hangings. 
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Increase Your Electrical Merchandise Sales! 


The experience of dealers everywhere has proved the ready selling qualities of L & H Elec- 
trics Ranges and Appliances. Their handsome appearance and improved features, backed by our 
national advertising and a forty-year reputation for quality, create immediate customer interest. 

Full Automatic Time and Temperature Controls, rust-proof porcelain enamel finish, one-piece 
round-corner enameled ovens, a variety of sizes and styles are some of the outstanding features of 
L & H Electrics Ranges. L & H Electrics Appliances are equally superior. 

And, remember, L & H Electrics are so sturdily built—so thoroughly efficient in operation — 
that, as the sales are made, your profits are not eaten up by bhai 
expensive servicing. 

Write us for detailed information about this easy-to-sell, 
profit-making line. 
































iL & H ELECTRICS 
HEATERS 
An attractive line in a 


variety of models for 
every requirement. 























L & H Electrics Appliances include: 








Hot Plates “Turnsit” Toasters 
Waffle Irons Electric Irons 


Heating Pads Electric Ranges 







Water Heaters Electric Heaters 





Curling Irons 


— Va 
‘ = Air Heaters | J 


Manufactured by 


A. J. LINDEMANN & HOVERSON CO. 








435 Cleveland Ave. Milwaukee, Wis. 
405 Lexington Ave. 1636 14th St. 715 Bryant St. 2626 W. Washington Blvd. 
New York, N. Y. Denver, Colo. San Francisco, Cal. Chicago, III. 
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A Fine Window Display and What Came of It 





A photograph of the window taken during business hours 


ECENTLY the seventy-fifth birthday of 
Springfield, Mass., was made the occasion of 
a window display contest. All merchants were 
asked to observe the week with especially attractive 
displays as a part of the plan to attract visitors 
to the city. 
The first prize was awarded to Forbes & Wallace, 
a department store, and the window which brought 
this award is shown on this page. Radio was the 
merchandising material used for the display. 
The lower photograph was not staged, nor was 
it taken when the interest in the display was at a 
peak, It can be said that the interested crowd 
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represents an average of the attention given to 
the display during business hours. 

The points of interest were stripped Bosch radio 
chassis 6 and 7 tube models. Under these were 
descriptive cards with silk cords directed to the 
points of chief mechanical interest described in the 
text. 

This display was used in July and it is worth 
while to note that there was unusual sales activity 
in the radio department that week. This display 
plainly indicates that advertising can overcome at 
least some of the lack of sales so often complained 
of in radio departments. 
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We’re Keeping On 
ECENTLY some advertisers have heard that 
R ELECTRICAL GOODS was to be discontinued. 
Perhaps that information has reached some 
readers. We certainly hope they have not believed 
it. Three years ago the publishers were reasonably 
certain there was a field for such a publication. After 
nearly three years of experience in publishing the sec- 
tion they KNOW there is a field and that thousands 
of merchants are reading this section and are profit- 
ing thereby. The usefulness to merchants of such a 
section is too great for any change of management to 
bring about radical changes, let alone a discontinu- 
ance. 


Manufacturers are concentrating their advertis- 
ing in October magazines on heaters. Are you 
ready to cooperate? 


Now for Christmas 


ITHIN the last week we have talked with 
\ \ several men whose accomplishments in build- 
ing electrical goods trade require that their 
opinions be given special consideration, and each of 
these has spoken of his plans that begin in September 
and work right through to Christmas. During the 
summer these men have planned their displays, ad- 
vertising and show windows so that they will dovetail 
into the Christmas peak. They regard the fall and 
holiday season as one effort, building steadily to a 
peak. 


Widespread advertising on behalf of heaters will 
mean public thinking, and the way to take advan- 
tage of this thinking is to show heaters. 


Looking to the Future 


r YHERE is plenty of work to be done on behalf 
of electric appliances and the man or woman 
who can solve some of the problems will find 

fortune and fame waiting. Just now appliance man- 
ufacturers and others are seeking a means of making 
the use of appliances on the dining table more con- 
venient; how to get rid of the cords over the floor and 
other inconveniences that are now encountered. There 
is room here for imagination and ingenuity. 


Manufacturers who are advertising heaters in 
the Concurrent Advertising Plan have dealer helps 
for merchant use. 


An Advertising Tip 


\ N TE hope that those who read Mr. Hubbart’s 
article on advertising in this issue have not 
forgotten the point he made in one of the 
earlier issues. It was this: That what he says about 
certain items in an advertisement drawing so much 
trade at certain seasons is not what HE thinks it 
should do, but what many merchants have told him 
that advertisements DO. Mr. Hubbart is primarily a 
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collector of information. Many merchants supply 
him with figures of sales after the advertisement has 
been printed. This is the information he is giving. 


If you do not know about the Concurrent Adver- 
tising Plan, ask your heater and portable lamp 
manufacturer about it. 





Plain Merchandising Sense 


HY is it that some merchants who are really 

\ \ wise about most lines handled in their stores 

go off on a tangent on electrical goods and 

other lines erroneously classed as specialties? We 

heard a merchant flatly refuse to look at a line not 

long ago because “it was too high priced for our 

trade.” Yet this man stocks the highest priced line 

of electrical appliances and wonders why his weekly 
sales do not run higher. 


Show window cards and other heater and porta- 
ble lamp dealer helps are appealingly human, so 
make use of them when frosty weather comes. 


Points to Remember 
( Po HUBBART, in one of his recent articles, 


pointed out an advertising rule that every ad- 

vertiser should always keep in mind. It was 
merely this: “Tell the people the reasons why they 
should buy the article, not your reason for wanting 
to sell it.” The reason for buying an appliance is 
the excellent work it will do cheaply, the energy it 
will save and its appearance. So tell that. 


Selling heaters is a good deal like selling fans. 
Just as the hot spells make people think of fans, so 
do the cool snaps make people think of heaters. 


Electric Housewares 


VERY DAY there is more and more evidence 
HK that the public is accepting appliances for 

what they are electrified housewares. This 
merely means that the public is expecting more and 
more to buy appliances where they buy housewares. 


Every manufacturer sends out literature con- 
taining suggestions for use of -heaters. These are 
the selling points. 


What Have You? 


AME rules do not work for all stores? If they 
. did, there would be little use for merchandising 
magazines, like ELECTRICAL Goops. One store’s 
trade is not like another’s trade in detail. Commu- 
nity pride and customs make a difference. That is 
the reason why every person responsible for selling 
merchandise should read carefully all merchandising 
stories. Recently a very large store asked us for addi- 
tional details regarding a method used by a small 
store. We frequently hear of small stores that adapt 
large store plans. The usefulness of a merchandis- 
ing story depends upon the willingness to adapt it. 
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Or Morepeler luley 


Desire to Aid 
Customers Is 
Selling Urge 


r YHE men and women behind 
the counter who catch the 
spirit of the use of appliances 

are the best salespeople—so many 
electrical goods department heads 
tell us. The “spirit of use” we re- 
fer to is the convenience and ease 
of doing the task for which the ap- 
pliance is intended. 

Some department heads have 
made careful experiments with 
salespeople who get the technic of 
the appliance, who understand thor- 
oughly the application of electricity 
and who can explain to the cus- 
tomer how and why the appliance is 
made, as against those who fully 
appreciate the spirit of use and its 
accomplishments. 

The results always favor those 
who see in an appliance something 
to save human effort and to make 
for better conditions in the home. 
Such salespeople think of them- 
selves as delivering to customer 
something much more than a me- 
chanical contrivance which will make 
excellent coffee, or an iron that will 
smooth clothes. 

These people are willing to ac- 
cept rebuffs and to make an extra 
effort to arouse interest, because 
they think they are doing something 
real for the person who buys from 
them. It is the missionary spirit 
behind their efforts that leads them 
on, not an enthusiasm for merely 
making sales. 

“If ever a woman needed a wash- 
ing machine, that woman with six 
small children does,” said a hard- 
boiled salesman, “and I am going to 
see that she gets one even if I have 
to help pay for it.” And this man 
had lost many sales with the sim- 
ple remark “and that’s that,” but 
in this case he won by enthusiasm 
and persistence, inspired by a feel- 
ing of the woman’s need. 


Enthusiasm Wins 


by T. F. Chantler 
























THE TIME! A LUXURY EVER 


HAVE YOU SEEN THE 
NEW WAFFLE |RON? 


(WAFFLES ANY TIME —~ALL 
: 


TIME, AND ALWAYS DONE. 
JUST RIGHT, > 














NO, OF COURSE, BUT HAVE \* 
YOU CONSIDERED IT? 1T5 
TRULY REMARKABLE! 
THATS WHY 1 AM SO 
ENTHUSIASTIC. 


















WHILE SEATED AT THE 
SITTING DOWN AND 


TABLE ! 


ENJOYING THEM PIPING HOT ~ 
WITH YOUR FAMILY! __ 
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EMEMBER—TEN MINUTES TO 
HEAT, AND A WAFFLE EVERY 
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ce 


\_f FAMILY WONT LET 
7—"\ ME FORGET, Dy 
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TWO AND A HALF MINUTES. 


MY 
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New Problems 
Come in Each 
Demonstration 


T has been long accepted as true 
| that “in the spring the young 
man’s thoughts turn to love” 
and perhaps that is why we heard so 
little from men in this department 
during the early part of this year. 
Now that spring is past they are 
thinking of business and we have 
three good letters from them for this 
page. 

The major award goes to Fred J. 
Lee, proprietor of the R. E. Lee 
Hardware Co. of Gate, Okla. Mr. 
Lee was a long time writing this 
letter but it illustrates what a dem- 
onstration can do: 


Meeting Requirements 
By Fred J. Lee 
R. E. Lee Hardware Co. 
Gate, Okla.. 


EFORE the Dempsey-Tunney 
B fight last year a grocer in our 
town announced that he would buy 
the radio that brought the fight re- 
turns best to his store. 

That evening I tuned in a set (at 
my store) on the most suitable 
broadcast station and got the ma- 
chine to working fine. Static was 
bad that night and so I cut off ampli- 
fication by plugging the horn on soft 
and results were pretty good. 

Then I took the receiver to the 
grocery store and placed it on the 
counter. All I had to do was to pull 
the plug and the broadcasting was 
on. I had put in new batteries and 
everything was O. K. The grocer 
was well pleased and I made a sale. 
He was especially pleased because 
the set was self-contained and had 
no antenna to bother with. 





We are giving the major award to 
Mr. Lee because his demonstration 
was in a public place and must have 
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accepted for publication. 


you did to put over the sale. 


for publication on this page, and $2 each for each other idea 
We want short stories telling how you 
got people to examine your appliances or radio, and then what 
Address the Editor. 
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had considerable after results, al- 
though Mr. Lee does not tell of these. 
But a good reception of the fight 
could not have failed to make a lot of 
talk and sell more than this receiving 
set. 


Now comes another good story of 
a demonstration which succeeded be- 
cause the demonstrator was think- 
ing all of the time: 


Under the Bed 
By Harrison Smith 
Central Hardware & Stove Co. 
Akron, Ohio 


WAS called to an apartment for 

a cleaner demonstration and had 
given the best I could in an ex- 
hibition of work, including the floor 
polisher attachment, but I realized 
that the drift was against me. I 
was perhaps second choice. We had 
done our stunts in the living and 
dining room. 

While my chief opponent was put- 
ting on some extra touches, I stepped 
into the hall and happened to glance 
into the bedroom. There I saw twin 
beds, dressing table and dresser, all 
built on a very low chassis. The 
room was not large enough to move 
the furniture about. Our cleaner 
would go under these articles and 
the others would not. 

So I transferred the demonstration 
to the bedroom and made a sale. 


Here is another demonstration 
story in which what might be termed 


37 


bluff carried the day. Bluff founded 
on the salesman’s faith in his washer: 


Getting a Trial 
By Theodore Tremayne 
Charles Tremayne’s Stores 
Ashley, Pa. 


NE of our store customers was 
in the market for a washing 
machine and had a washer in the 
house before we heard of it. We 
sell a vacuum cup washer that we 
back strongly and it is our rule 
never to directly knock a competitor. 
So when I asked the housewife to 
give our machine a trial, I was up 
against it. She said she was quite 
well satisfied with the work done by 
the machine and “didn’t care to 
bother.” Then I said: 

“You know our store always be- 
lieves in its merchandise and I am 
so sure of this washer that if you 
will give it a trial and you do not 
like it better than any you have tried, 
I will pay the first installment on 
the machine that you select.” 

That got us a trial and she bought 
our machine. 





The following experience is one of 
those that makes salespeople realize 
that there are several kinds of peo- 
ple in the world: 


Troublesome “Kill-watts”’ 
By Mrs. C. D. Everitt 
Ballinger, Tex. 


N old lady came into our store 
one day with an iron and 
asked: “Can you take the kill-watts 
out of this here iron?” I told her 
we could and then started to find out 
what she wanted. 
(Continued on page 52) 
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Making a Social Event of Small 
Town Sweeper Sales 


The F. Johnson Co. of Holdrege, Neb., have developed a system of meetings 
and advertising that makes their former shoe salesman an 
important individual in 34 towns 


HIRTY - FOUR towns, the 
largest having a population of 
3000, three having about 1000 
each and the remainder ranging 
downward to 150 people, in a terri- 
tory 75 miles wide and stretching 
200 miles east and west—in that field 
the F. Johnson Company of Hold- 
rege, Neb., now sells more than 200 
suction sweepers yearly. Holdrege 
barely passes the 3000 mark. 

But not at the start did the John- 
son Store do such a volume. In 1919, 
the first year this appliance was han- 
dled, 35 were sold. The next year 14; 
and 16 in the third year. In 1922 and 
1923 but 14 machines were sold, 7 
each year. It began to seem as if 
saturation, with only 79 sweepers 
sold in Holdrege, had set in. Least- 
ways, the decline in yearly volume 
seemed to say that the job was done. 

During these five years, however, 
no specialized effort had been put 
back of the sweeper; no one person 
was responsible for its sale. To sell 
it was everybody’s job—and nobody’s 
job. Since it was nobody’s job, it 
was quite probable that there were 
homes in Holdrege which hadn’t been 
asked to buy sweepers, homes that 
hadn’t been shown why they should 
buy. 

That was the way the situation ap- 
peared to L. T. Johnson, president of 
the company, when, early in the fall 
of 1924, he gave it studied attention. 
He felt certain that there was more 
sweeper business to be had in Hold- 
rege. He determined to get it. 

Two things, Mr. Johnson con- 
cluded, had to be done if more sales 
were to result. One was to place a 
man in the field, to work outside the 
store and make demonstrations and 
sales in the homes. The other was to 
awaken, at once, the dormant 
interest of Holdrege housewives in 
the sweeper. 

A man already employed in the 
store was selected for the new work, 
and it was planned that he should 


divide his time between soliciting for 
the sweeper and his old work of 
selling shoes, working full time on 
the sweeper at the start, however. 
Promotional work preceded the 
salesman’s entry into the field and 
was maintained full force during the 
period of active campaigning. It 
was well done. Holdrege did awaken 
to the fact that there was such an 
appliance as the suction sweeper; it 
couldn’t help awakening, because the 
publicity program comprised five dis- 
tinct activities that reached ll, 
telling and reiterating the story. 
One section of the advertising 
program, termed outside promotion, 
consisted of posting 4 twenty-four 
sheet posters and 75.one sheet posters 
about town and on the roads leading 
into it. The manufacturer furnished 
the posters and shared in the posting 
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ee of homes } 
isits Cambridge women! 
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GCeardian of dlennliness and bealth—conquer of housshold drugery is on his way 10 


uomes will be demonstrated in Cambridge, Woedncstay afterscen ot 2:20 P. IE, Bo 
vember 12th, at a public meeting ip the Congregations! church You will see the 
wonderful things s Hoover can do for your home—bow it beats, af it sweeps, aa it I 
cleans—how you can gain freedom from ceascless to—how to make your rugs wear 4 
Jonger in place of wearing out—how with « Hoover in the home, you have an efficient i 
method by which household cleaning from floor to ceiling is done easily and quickly 
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a? ‘ 
Do you know the secret of | How do you i 
making your rugs wear , beat your rugs? "| 
years longer? | How often have you wished for an easy and ¢ 
j ? The | 
In a few minute: yon can learn what ims | Stree sansa of tharongh y Ra ] 
upihare pid os we Scsow cei es | 
es | ¢ 
Sepcmnie ectiun ik bo Gales te manee | and sweeps it up, together with 
venced men at the demonstration | dirt and every ind of clinging litter j 
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Holdrege - Nebraska | 

This is typical of the ads used to 

introduce the salesman in a new 
city. 
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cost. The outside promotion also in- 
cluded the showing at one of the pic- 
ture theaters, several times and with- 
out cost to the store, of an interesting 
four-reel film called “The Passing of 
The Broom.” 

Space in the local weekly news- 
papers was another point in the pro- 
gram. Copy was run for four weeks, 
commencing two weeks before the 
drive began. 

The third point to the plan was 
a contest. A Wilton rug, retailing 
at $130, was placed on the walk .in 
front of the store. Thousands of feet 
ground dirt and grit into its base as 
it lay there for two weeks. 

The rug got so dirty, in fact, that 
the pattern was barely distinguish- 
able. It was then publicly cleaned 
with the suction sweeper and much 
interest was aroused in the cleaning, 
as the public had been asked to sub- 
mit estimates as to the weight of 
the dirt. 

Direct mail was the fourth point 
in the program. It consisted of two 


| letters, mailed two weeks apart, and 


sent by first-class mail to all homes 
in Holdrege and all those served by 
rural delivery from the city. Ap- 
propriate folders which briefly dis- 


. cussed rugs, dirt and the cleaning 


problem in the home were enclosed 
with these letters. These folders 
were also used for enclosure with 
packages at the store during the four 
weeks. 

The fifth point was classed as 
premium and consisted of 500 
shopping bags distributed among the 
women customers. These bags were 
obtained from the sweeper manufac- 
turer at a low cost, and were im- 
| printed with a sweeper message over 
the signature of the store. Two thou- 
sand merchandise envelopes, similarly 
imprinted, were used for packaging 
small purchases. 

The Johnson Store was rewarded 
for its thorough planning. The re- 
sults were so satisfactory that in 




















November,. less than three weeks 
later, a somewhat similar plan was 
followed in a group of towns about 
50 miles distant. The year 1924 
closed with 68 sales, nearly 10 times 
the volume of the preceding year, 
practically all of which were made in 
the last three months of the year. 
Nineteen hundred and twenty-four 
was only a beginning, however. One 
town after another was campaigned 
and the salesman, who, by the way, 
never has found time to return to 
selling shoes part time, now spends 
five days a week away from Hold- 
rege. And he sells as many cleaners 
for The Johnson Store, despite the 


handicap of having to travel wide dis- | 


tances for his prospects, as many a 
star salesman in the big cities. 

The system later developed for 
campaigning a town, or group of 
towns, the system that is now in use, 
is a modification of the first plan. 
It is even more effective, and it in- 
volves less expense. 

For illustration let us take the 
towns of Cambridge, Curtis, Elwood, 
Eustis and Farnam, which are located 
in such proximity as to form an ideal, 
compact group having a combined 
population just in excess of 3000, 
which is about 700 families. 

Prior to opening this group, each 
town had been visited and arrange- 
ments made with the president of the 
Ladies Aid, or other leading women’s 
organization, to call a special meet- 
ing of the membership on a specified 
date. The program offered was a 
talk on “Rugs, their Construction and 
Care.” - As an inducement to bring 
out the membership, The Johnson 
Store agreed to pay into the club 
treasury 25 cents for every member 
present who lived in a wired home. 

Arrangements completed, an an- 
nouncement ad was placed in the 
weekly paper that offered best cover- 
age of the territory. The advertise- 
ment appeared from three days to a 
week in advance of the meeting and 
listed the towns to be visited and the 
dates. Two other advertisements 
were run in successive weeks; one 
addressed its message to the hus- 
bands, and the other was of a general 
nature. 

Two days before the meeting, every 
home in that town received a letter 
which told of the suction sweeper 
and of the impending visit of the 
Johnson store’s man. By thus bring- 
ing the meeting into focus the sales- 
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man’s visit took on somewhat the 
nature of an event; he found every- 
one knowing of him, he found no 
doors shut to his call. 

During the salesman’s talk at the 
meetings, sample pieces of rugs were 
passed around while the salesman de- 
scribed the method of weaving and 
finishing which makes the cut-nap 
carpet the beautiful lawn of soft 
wool that it is. 

“The modern carpet is a perfect 
storehouse for dirt,” was the sales- 
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one to your home for | 
vas trial—you and she | 
» be the jury 


Have your wife try a 
Hoover at our risk 
We will gladly send 


‘What wife 1sn't worth 


y 


to her ee eter ? 


Lives there a Rom od husband in this lc a who does not 
think his wife’s time, strength and looks are worth 21c 
aday? That's all it costs to buy a Ho« over that will save 
her time strength and looks by relieving her of the slow, s | 
back-breaking, wr.akle-making job of sweeping and 
shaking rugs. 
You pay us 21c a dag—at the rate of $6.20 a month—for ) 
only a short time. For many years after your payments | 
i cease The Hoover will be at work relieving yo ber wife of 
} her cleaning drudgery, electrically beating, sweeping and | 
suction cleaning the rugs in one easy operation 
We recommend and sell The Hoover because it alone || 
combines those three essentials of thorough cleaning ani! 
so prolongs the life and beauty of rugs. 


Qhe HOOVER 


It BEATS... as it Sweeps as it Cleans 














This is a follow-up advertisement 
to arouse interest in the campaign. 


man’s startling statement. “One 
might liken a carpet to a huge brush 
or mat. The upstanding nap brushes 
off dirt from shoes and receives float- 
ing dust which settles on surface. 
These dirts soon sift down and be- 
come embedded in the closely woven 
base of the rug,” he continued, ac- 
companying his remarks by pouring 
out a quantity of baking soda (which 
shows plainly against the dark back- 
ground of a rug) and, with the heel of 
his hand, embedding it in the hostess’ 
large floor rug. 

He next similarly embeds sand in 
the carpet. As soda and sand dis- 
appear into the depths of the rug, 
leaving barely a trace on the surface, 
his audience nods comprehendingly, 
seeming to say, “So that’s where the 
dirt goes to!” 

Having thus laid a _ thorough 
foundation for his demonstration, the 
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salesman brings forth the suction 
sweeper. The audience is at liberty 
to ask questions at any time, but as 
a rule is so rapt-up in what is going 
on that the quest:cns wait until the 
demonstration is concluded. 

When the meeting adjourns, each 
woman is given a shopping bag as she 
signs a card which records her name 
and address and notes the time at 
which she can receive a demonstra- 
tion in her own home (providing she 
is so disposed). 

The attendance at such meetings 
has run as high as 80 housewives. 
Almost without exception one sale, or 
more, results at each meeting, and 
the salesman always gets more leads 
than he can take care of that eve- 
ning and the next day before he pro- 
ceeds to the next town. When work- 
ing a group such as this, he returns 
to the first town when his cycle of 
lecture-demonstrations is completed, 
whereas, if a town is isolated, he re- 
mains there until it has been entirely 
covered. 

Decided advantages favor one when 
using this method of opening a town, 
according to Mr. Johnson. 

In the first place, the women as- 
semble at such a meeting for a pur- 
pose—to learn about “Rugs and their 
Care.” True, they are also induced 
to come so that the club treasury 
might be strengthened, but the fact 
remains — they are there, and in- 
terested. 

Another advantage is that, having 
seen the demonstration as a group, 
they discuss it as a group, in all its 
pros and cons; the result of this— 
providing the demonstration has been 
given interestingly and properly—is 
always to the advantage of the 
cleaner. * 

Furthermore, the door is always 
open to the salesman when he calls 
on his follow-up, he is not a stranger, 
the housewife knows him. 

In these five small towns, where 
there were none two years ago, there 
aré now 72 suction sweepers at work 
advertising The Johnson Store and 
its merchandise. And in thirty-three 
towns outside Holdrege there are now 
360 sweepers where there were just 
a handful two years ago. One cer- 
tainly agrees with Mr. Johnson when 
he exclaims: 

“What a wonderful market there 
is, often entirely overlooked, right at 
one’s door! What a shame to neg!ect 
it} 





sss. 


Pace: 


ba aoe 





New Goods to Sell 


Radia Portable Electric Heater 


A portable electric heater having a 
cartridge type element, has been placed 
on the market by the F. W. Shepler 
Stove Co., 1812 Sheffield Street, Pitts- 








burgh, Pa. The heater is made in two 
models No. 210 P. F. and No. 110 P. F. 
No. 210 is 17 in. wide. Shipping 
weighs 12 lbs. while No. 110 is 11 in. 
wide. Shipping weighs 10 lbs. Both 
are 14 in. high and 7 in. deep, with 
frame of highly nickel plated cast iron, 
polished copper reflector and Globar 
element. The manufacturer claims 
that the heater does not consume any 
more current than an ordinary electric 
iron. Made in 110 volt or 220 volt 


types. 





Aladdin Desk Lamp 


The Aladdin Manufacturing Co., 
Muncie, Ind., have changed the shade 
on their No. 74 Desk Flex Lamp so 
that it will take a 25-watt inside 
frosted Mazda lamp. When originally 
brought out the lamp was fitted with 
a shade suitable for the old type lamp. 





Kellogg Consolette Receiver 


One of the new all-electric models 
recently brought out by the Kellogg 
Switchboard and Supply Company, 
1020 W. Adams Street, Chicago, IIl., 
is the Model 511 Consolette, housed 
in a walnut cabinet having a desk type 
door, which when closed gives the 
cabinet the appearance of a low-boy 
secretary. Equipped with seven Kel- 
logg A. C. tubes (illustrated), includ- 
ing the new Kellogg A. C. Power Tube. 


Circuit consists of four stages of tuned 
radio frequency, a detector and two 
battery is 


audio stages. The “A” 





eliminated by the improved Kellogg 
A. C. tube. “B” and “C” batteries re- 
placed by the Kellogg “B” power unit. 
The width of this model is 32% in. 
depth, 18 in. and height, 38% in. 





Thermiodyne Remote Control 


A device controlling radio reception 
and set operation at a distance from 
the receiving set, has just been in- 
troduced by the Algonquin Electric Co., 
245 Fifth Avenue, New York. The 
unit enables the set owner to install his 
set wherever convenient and control its 
operation from any other room in the 
house. The Remote Control Unit is 
made in two models, mechanical and 
electrical, both models being sufficiently 
small to rest on the arm of a chair 
or on a smoking stand. The device is 








attached without the use of tools and 
without cutting or disfigurement to 
any single dial receiver with a remov- 
able dial. The unit is attached to the 
dial shaft by means’of the adapter 
plate as furnished. The electrical 
model operates on a closed circuit. 
Twelve feet of wiring is furnished with 
the unit, but additional lengths may be 
connected as desired. 





Vesta Automatic Complete 
Power Unit 


The new Vesta Automatic A-B 
Socket Power Unit contains an “A” 
battery inclosed in a clear glass case, a 
built-in hydrometer; a “B” unit; a 
dry rectifier and automatic relay. The 





hydrometer is in plain view, visible 
through a cut-away in the case. The 
level of the battery solution is also 
visible. The unit is equipped with two 
variable controls which regulate the 
entire “B” voltage in both amplifier 
and detector circuits. The “B” section 
of the Vesta Unit is furnished in two 
sizes of “B” current supply 40 and 60 
mm. at 180 volts. The dry rectifier 
contained in the unit is of the Vertrex 
type and the Vesta “B” Socket Power 
Unit incorporated in the set may also 
be had as a separate unit. 
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The New Adjustable Busslight 


The new Busslight made by the 
Bussman Manufacturing Co., Univer- 
sity and Jefferson Streets, St. Louis, 
Mo., is provided with a ball and socket 





joint enabling the user to throw its 
rays in any direction and at any angle. 
By twirling the plate at the base of 
the lamp, it may be clamped on a bed, 
mirror, chair, or card table—answer- 
ing the purpose of a clamp type lamp 
or it can be converted into a wall lamp 
—a slot in the base affording a means 
for fastening it firmly against the wall. 
The mechanical features, which give 
it so many different uses, are so ar- 
ranged that they are not apparent and 
in no way mar the beauty of the light. 
The base is finished either in ivory or 
bronze. The parchment shade with an 
opaque jet black background is edged 
with gold and black braid. The shade 
comes in four flower designs, jonquil, 
rose, chrysanthemum and cosmos, in 
oil paint colors. 





Seymour Electric Heater 


The Seymour Products Co., Seymour, 
Conn., has recently placed on the mar- 
ket a cylinder type electric heater, 10 
inches high and 9 in diameter, operat- 
ing on 110 volt house current, A C or 
D C, and attaching to any light socket 
or wall receptacle. The heating ele- 
ment is in the center of the stove and 
perforations in the sides and top dis- 
tribute an even heat in all directions. 
By a slight twist the top may be re- 
moved for replacing a part or clean- 
ing. Its weight and handle make it 
easily portable. 



































Popular Radio |! 1 4 m ion p y ople 
influenced by 
Gold Seal advertising 


ONSCIOUSLY or unconsciously the radio 

set owners of the United States have been 
impressed with the fact that Gold Seal Radio 
Tubes are efficient, uniform, and reliable. 
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They all believe that Gold Seal is a good tube — 


very many of them have become convinced that 
AZIN oo) e Gold Seal is a superior tube. That accounts for 
1 ¥; G. the unprecedented and rapidly growing sale of 


WALLSTREE EY these quality products. 


Advertising has created and will maintain this 
popular good will. Gold Seal dealers appreciate 
ty ana Business its value to them and the sturdy fair deal policy 


} Bc which is behind it. 


; Forecast Lity | Are you sharing in this Success? In 

a4 Public Utils the Profits this fast selling line brings 

Automobile/ to you? Ask us about the famous 
Gold Seal “Square Deal’ Policy 
of dealer co-operation and aid. 


Gold Seal Electrical Co., Inc. 


250 Park Avenue, New York y% 


Gold Seal 


Radig Tubes 
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All-American Socket “B” Power 


A power unit especially designed to 
fit into crowded receiver cabinets has 
been brought out by the All-American 
Radio Corp., 4201 Belmont Avenue, 





Chicago, Ill. The unit is about the 
size of an upright “B” battery. The 
output voltages from the four taps, 
range from negative, + 45, (Det.) + 
90, (R.F. and Audio) to + 180 volts 
(power tube) and are regulated by 2 
controls which allow proper adjust- 
ment of voltages to the detector and 
amplifiers. A “high-low” switch per- 
mits the unit to operate a receiver up 
to 10 tubes. The Raytheon principle 
of rectification is employed. Shipping 
weight, 11 lbs. 


New De Forest Tubes 


Two new tubes have been placed on 
the market by the De Forest Radio 
Company, Jersey City, N. J. A new 
oxide treated platinum filament an- 
chored in “Triple V” formation. The 
functional characteristics of Type D- 
416 B, half wave rectifier are: Fila- 
ment voltage, 7.5 volts; filament cur- 
rent, 1.25 amperes; transformer volt- 
age A.C.550 volts maximum (RMS); 
maximum plate current, 65 milliam- 
peres; voltage drop, 35 volts at 35 
mills; voltage drop, 50 volts at 65 
mills. Type D-410 power amplifier has 
a filament voltage of 7.5; filament cur- 
rent, 1.25 amperes; plate voltage, 350 
to 500 volts; grid bias, 30 to 51 volts; 
plate current, 25 to 35 milliamperes; 
amplification factor, 6 to 8. They are 
interchangeable with the “216-B” and 
“210” types. 





Mohawk “Pyramonic” Speaker 


The Mohawk Corporation of Illinois, 
2220 Diversey Parkway, Chicago, IIl., 
has developed a new speaker, which 
because of its construction, is called 


< 





the “Pyramonic.” The internal con- 
struction consisting of four units in 
one, is shaped similar to a pyramid. 
The manufacturer claims that because 
of a new principle in its construction 
it is possible to reproduce the low tones 
as well as the high ones. The Pyra- 
monic Speaker is built into four of the 
five consoles of the Mohawk line and 
is also marketed as the Mohawk Pyra- 
monic Speaker. 





Sun-electric Heater 


The “Sun-electric” storage type wa- 
ter heater, manufactured under the 
“Sepco” trade mark by the Automatic 
Electric Heater Co., 1505 Race Street, 
Philadelphia, Pa. The appliance can 
be installed on the roof, in a yard, 


’ 





anywhere so that it will catch the 
sun’s rays. The appliance absorbs the 
sun’s heat and is supplemented by a 
precision electric heating unit, with 
thermostatic control, which replaces 
the natural heat on dark days. The 
“thermos” type tank furnishes about 
fifty gallons of water. 


New Model 25 Arborphone 








A new model 6 tube radio receiving 
set has recently been placed on the 
market by the Precision Products Co., 
Ann Arbor, Mich. This product called 
Model 25 Arborphoné, uses the Loftin- 
White circuit—constant coupling, non- 
reactive plate circuit—fully shielded. 
The single dial control is illuminated 
and calibrated in wave lengths. The 
cabinet is of walnut veneer, the panel 
being of metal with burl walnut grain. 
Dimensions 10% high, 20% wide and 
14% deep. The tubes used are 199 or 
201-A with 112 or 171 power tube in 
last audio stage. Batteries or elimina- 
tors may be used. 





Electric Sandwich Toaster 


An electric sandwich toaster operat- 
ing on an ordinary lighting circuit 
using 600 watts is now being manu- 
factured by the Westinghouse Electric 
and Manufacturing Co., Mansfield, 
Ohio. The top is adjustable, making it 
suitable for either single slices of bread 
or thick sandwiches. Complete with 
cord and two-heat switch. The toaster 
is small and especially desirable for 
counter use. 
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Universal Electric Floor Polisher 


An electric floor polisher has re- 
cently been placed on the market by 
Landers, Frary & Clark, New Britain, 
Conn. The polishing brush, 4% inches 





in diameter, is driven by two woven 
belts held under tension between the 
motor and the brush. The frame is of 
pressed steel and the weight of the 
polisher is 17 pounds. The guards 
and handle bracket are nickel plated 
and the handle and motor are black 
Japan. Pistol grip, with toggle switch 
control. Twenty-five feet of cord gives 
ample radius. Packed in a carton with 
sheep skin mop (used for applying 
wax), 1 pound of paste wax and 1 
pint of liquid wax. 


Console Cabinet 


The Blandin Phonograph Company, 
Inc., Racine, Wis., has placed on 
the market a radio cabinet Model 
R-20, a battery table and speaker table 
forming Model R-100 console and 4-101 
speaker console, the latter being illus- 
trated. The over dimensions of either 
console are 41% in. high % 32% in. 
wide and 16% in. deep. The upper cab- 
inet will house any radio set with panel 
height of 6, 7 or 8 in. panel length of 
18 to 24 in. and depth of 11 in. The 
R-100 has ample room for batteries, 
charger or eliminators. The speaker 
cabinet compartment is 30 in. wide, 
14% in. deep and high enough for 
speakers not over 17% in. high. 


























What Is The True 


Situation? 


Ty Sate every electrical appliance 

dealer has been wondering since 
the first announcement of the new 
ABC SPINNER Washer-Dryer what 
effect this revolutionary new home 
laundry device would have on the mar- 
ket and what changes it presaged 
within the industry. 

Some were even doubtful that the 
SPINNER ever would be _ intro- 
duced, because it seemed almost im- 
possible for any machine to perform 
in accordance with the advance claims 
which were made for the SPINNER 
and yet be a practicable selling propo- 
sition. 

Many looked upon the SPINNER 
favorably in certain respects, but con- 
sidered that some of its extraordinary 
features would have to be proved out. 
So they assumed an attitude of watch- 
ful waiting and merely passive inter- 
est. 

But many farsighted dealers did re- 
alize that the SPINNER would -have 
a marked influence on Washing Ma- 
chine sales—could actually affect their 
own profits for 1927—and decided to 
center their sales effort on the SPIN- 
NER. _ 

None could possibly anticipate or 
even faintly realize “before the event” 
the storm of enthusiasm and _ sales 
which has been created by the ABC 
SPINNER wherever it has been pos- 
sible for the factory to supply the 
machines. 

Now these are the facts which give 
some measure of the True Situation in 
regard to the SPINNER and Washing 
Machine prospects for the remainder 
of 1927—and 1928: 


PRELIMINARY announcement of 
the new AB SPINNER was made 
in February. 

When distributors received the first 
inkling that ABC had perfected a 
PORCELAIN ENAMELED Washer- 
Dryer—for the first time successfully 
combining inverted dolly washing with 
improved centrifugal drying — built 
light and strong and compactly, from 
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A Study of Facts for 
Washing Machine 
Dealers 


the ground up, to automotive precision 
standards—practically defeating vibra- 
tion—and giving unheard of low re- 
conditioning costs—a perfectly natural 
thing happened. Inquiries began to 
pour into the factory and what is 
more remarkable, nearly every day 
brought dealer visitors to Peoria from 
every quarter of the country, eager to 
inspect the engineer’s model of the 
new SPINNER. 

Advance orders were more numerous 
and heavier than in all ABC experi- 
ence. The factory production was im- 
mediately oversold—and from that 
time until now has remained oversold. 
Vast preparations for producing the 
machine (more than a year in the 
making) have proved totally inade- 
quate and the entire scale of ABC 
production has had to be revamped. 

The SPINNER on view at the N. E. 
L. A. Convention in June was a veri- 
table magnet, attracting greater atten- 
tion and eliciting more enthusiastic 
comment among central station mer- 
chandisers than any other exhibit at 
Atlantic City. 

Meanwhile, new distributors and 
dealers have been flocking to the 
SPINNER standard. A list of the 
new accounts who have decided within 
the past sixty days to cast their lot 
with ABC and the SPINNER reads 
like a little Blue Book of the washing 
machine trade. 

Opening sales at retail in widely 
separated sections of the country have 
set new high marks and consumer ac- 





ceptance of the SPINNER has been 
overwhelming. Record-breaking retail 
sales have been accomplished with 
comparatively little advertising up to 
date. 

A veritable fever of SPINNER en- 
thusiasm has spread throughout com- 
plete dealer organizations not only 
among executives, but supervisors, 
resalesmen, clerks and service and 
delivery men. The sales appeal of the 
SPINNER is irresistible and universal. 
This wonderful machine is attracting 
the best man-power of the washer 
world to strengthen sales-forces every- 
where. 


HE ABC SPINNER has proven an 

outstanding success. Through the 
leadership of Altorfer Bros. Company, 
porcelain enamel is now established as 
the best material for washing ma- 
chine tubs; best from the standpoint 
of the housewife who values cleanli- 
ness and long life in her washing ma- 
chine; best from the standpoint of the 
dealer, who is interested in overcoming 
sales resistance and in reducing re- 
conditioning costs. 

Now these are the facts. Dealers 
everywhere are drawing their own con- 
clusions as to the True Situation. The 
ABC SPINNER—the world’s only por- 
celain enameled washer—the new de- 
vice that gives the fastest washing and 
drying ever known and lowest recon- 
ditioning cost in washer histery—is 
creating a New Situation in the wash- 
ing machine trade and a Bigger Op- 
portunity for the progressive dealer in 
electrical home appliances. 

Whether you are now handling wash- 

ers or not it will profit you to inquire 
about the “Trend to the SPINNER” 
and get the ABC proposition for your 
territory NOW. 
Write today for all SPINNER details 
and the story of SPINNER porcelain 
enamel, just published. It will be sent 
you without obligation. Address Altorfer 
Bros. Company, Peoria, Illinois. 


(Turn to next page) 
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Unique Water Circulating System. 


Patented Revolving Turret 
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tub and rinse water to rinse 


placed at any angle with 
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Precision construction. 


Unusual beauty and compactness. 
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washer history 


WRITE TODAY FOR THIS VALUABLE FRANCHIS 


ALTORFER BROS. 
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Here is a brief record of a few of the prominent distributors who 
are putting their most earnest efforts behind the ABC SPINNER 
—Little Journeys to some of the stores where the SPINNER is an 


important sales-producer today: 


Judson C. Burns, Inc. 
PHILADELPHIA 


This organization is known as 
the most substantial and suc- 
cessful distributors of Electric 
Washers, wholesale and retail, 
in the Philadelphia _ territory. 
Under Mr. Burns’ guidance his 
company has made a consistent 
record for conservative, profit- 
able expansion and _ progress. 
Judson C. Burns, Incorporated, 
now operate 21 successful appli- 
ance Service rendered 
to their customers and their con- 
sistent advertising have built up 
valuable reputation on 

Machines and _ other 
household appliances through- 
out the territory they cover. 
The ABC SPINNER Washer is 
on sale at all of the stores of 
Judson C. Burns, Incorporated, 
all of the stores of the United 
Gas Improvement Company in 
Philadelphia and suburbs and 
by substantial dealers through- 
out the territory covered. 


stores. 


a most 
Washing 


Brown-Dorrance Electric 
Company 


PITTSBURGH 


For many years the Brown- 
Dorrance Electric Company 
have been the leaders in Wash- 
ing Machine distribution in the 
Pittsburgh area. THeir selection 
of the ABC SPINNER Washer 
is based on the merit of the 
machine. In considering a ma- 
chine both Messrs. Brown and 
Dorrance have a judgment re- 
sulting from many years’ spe- 
cialization in Washing Machine 
selling both at retail and at 
wholesale. On the ABC SPIN- 
NER the Brown-Dorrance Elec- 
tric Company have made sales 
arrangements with the _ best 
dealers throughout their terri- 
tory and unquestionably will de- 
velop sales to a volume assur- 
ing leadership on Washing Ma- 
chines in Pittsburgh and vicinity 
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Modern Household Sales 
Company 
CLEVELAND 


The Modern Household Sales Company ot! 
Cleveland are a notable example of the succes 
to be secured in the distribution of Electri: 
Washers resulting from careful, able, aggressiv« 
management. From an initial small investment 
in the sale of Vacuum Cleaners, Messrs. Forrest, 
Jones and Saeltzer have created a substantial, 
continuing business which has been steadily) 




















Journeys 





of ABC SPINNER 


Distributors 


E caliber of electrical appliance merchandising organ- 
izations throughout the country who have chosen to dis- 
tribute the ABC SPINNER in preference to any other 


washer is unusually high. 


Without exception they are the best and most favorably 
known firms in their respective cities dealing in home appli- 


profitable year after year. They 
now operate three retail stores 
and their cooperation with 
dealers throughout their terri- 
tory has given them leader- 
ship as wholesale distributors 
for that territory. 


Standard Appliance Corp. 
DETROIT 


Convinced both of the money 
to be made in washer distribu- 
tion and of the value of the 
ABC SPINNER franchise, Mr. 
Edw. F. Murphy has organized 
the Standard Appliance Corpo- 
ration at Detroit to both whole- 
sale and retail the ABC SPIN- 
NER Washer. Mr. Murphy’s 
obvious ability and his record 
for success in previous ven- 
tures insures without question 
the success of his new company. 
Although but a few months old, 
the Standard Appliance Corpo- 
ration has already made itself a 
factor in washing machine sales 
in the Detroit market. 


Morton Electric Company 
ST. LOUIS 


For about ten years the Mor- 
ton Electric Company of St. 
Louis have sold ABC Washers 
exclusively in that city and ad- 
jacent territory. Under the able 
management of the two Morton 
brothers and by virtue of years 
of hard work, a very meager 
capital at hand when they were 
discharged from the Army has 
been increased to a very sub- 
stantial sum. Through all of 
the years of its existence the 
Morton Electric Company has 
maintained ABC Washers as 
one of the leaders in sales in 
St. Louis. 
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Rochester Electrical Sup- 
ply Company 
BUFFALO 
ROCHESTER 


In the Rochester Electrical 
Supply Company, Mr. B. E. 
Finucane, the President, oper- 
ates two distinct businesses. 
One, the wholesaling of electri- 
cal appliances and supplies. The 
other, the aggressive sale at 
wholesale and retail of ABC 
Washers. The Washing Machine 
organization operates successful 
stores in Buffalo (2), Lockport, 
Tonawanda and Jamestown. In 
the hands of Mr. Finucane and 
the Rochester Electrical Supply 


“Company, the ABC SPINNER 


Washer is being sold in large 
volume in Western New York 
State. 


Domestic Appliance Com- 
pany, Inc. 
OAKLAND, CAL. 


R. D. Brigham, President. 
Leon Sloss, Jr., Vice-President, 
Treasurer. 

This enterprising outlet is un- 
der the management of Mr. C. 
B. Angenete. 

They operate in the state of 
California, having a branch at 
Los Angeles. Mr. Angenete has 
been in the electric appliance 
business for many years and is 
well known as a successful mer- 
chandising executive in this line. 
While the Domestic Appliance 
Company is new in the field, 
it promises to be one of the 
important factors in washing 
machine distribution on _ the 
Pacific coast. 


NOTE: Reference to _ other 
representative ABC distributors 
will be made in later advertise- 
ments, 
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ances. They are soundly established. They have built 
up successful businesses and each may be justly proud 
of the goodwill they have deservedly won in the com- 
munities they serve. 





/ ‘\ 


ORLD'S 


PORCELAIN 
ENAMELED 
WASH ER_ 








The SPINNER washer tub and dryer-chamber 
are drawn from one-piece, seamless Armco Ingot 
Iron into which a special high grade porcelain 
enamel is fused at 1700 deg. F. It will not rust, 
warp, corrode, chip, peel, check, crack or break. 
It brings unequalled advantages and gives the 
ABC SPINNER almost unlimited life 








\ / 
PEORIA 
ILLINOIS 





‘| 


Englah 
Model 





‘Now—10 Tube 
Electric Radio 


The ten tube Electric Zenith is 
the first receiver of this type to 
be produced on the commercial 
scale. An instrument of remark- 
able tone quality, range and se- 
lectivity. Entirely electric in 
operation with power speaker- 

no batteries, loops or antennae. 
Here, again, Zenith is first—and 
Zenith dealers will share in the 
reward that goes to the leader. 


Licensed only for radio amateur, experi- 
mental and broadcast reception 


Western United States prices slightly higher 





questions about ‘Radio 
—and | 


Who is the manufacturer that has uniformly made money 
for his dealers the last four successive seasons? 


Who is the manufacturer that is the largest producer 


in the world of high quality radio? 


Who is the manufacturer that has never overproduced, 
never dumped, never slashed prices? 


Who is the manufacturer that makes a complete line — 
3 circuits —6, 8 and 10 tubes —loop or loopless—battery 
or electric—_16 models—meeting all pocketbooks, $100 
to $2500? 


Who is the manufacturer that gives you protection— 
makes it worth while for you to sell? 


Who is the manufacturer whose franchise is acknowl- 
edged the most valuable in radio? 


THE ANSWER IN EVERY CASE IS ZENITH 

The record of Zenith relations with the radio 

dealer is clear and impressive. It is open to any 
dealer who wishes to investigate it. 


*100 to *2500 
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3620 IRON STREET, CHICAGO 





WORLD’S LARGEST MANUFACTURERS OF HIGH GRADE 
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COOOOO 
NEW 


and more generous 
discounts on the 


Ball- Bearing 


BEE-VAC 


Offer you still larger profzts 












Consumer’s 
Price 


| %342 
Attachments 


$5.00 


(Look for the 
maroon bag) 






















HE Ball-Bearing Bee-Vac has won in- 
stant and nation-wide success. Because 
| of amazing suction power, unusual conven- 





ience, satiny smoothness of operation, unfail- 
ing dependability and long life features, our 
sales volume on this model has increased be- 
yond all hopes or expectations. 
| Due to this increase in volume and result 
ing manufacturing savings, the Ball-Bearing 
Bee-Vac now carries a still more generous 
discount, enabling you to realize on your 
| efforts an even greater profit reward. 
We want to again emphasize that if you 
will compare, you will find that the Ball-Bear- 
ing Bee-Vac excels in every feature claimed 








for other makes, plus its own special advan- 
tages which are not duplicated or approached 
because they are typically Bee-Vac. 

Having the added attraction of a low $34.75 
consumer's price (attachments $5) which permits 
selling in volume over- 
the-counter like other 
staples, the Ball-Bear- 





Consumer’s Price 


ing Bee-Vac is indeed a pti aR 
profitable seller for you. BEE-VAC 


Write for complete 
details and new dis- 
counts. Birtman Elec- 
tric Company, Dept. 
D267, 4140 Fullerton 
Ave., Chicago. 


$2950 


Attachments $5.00 


(Look for the 
purple bag) 











Ball-Bearing 


BEE-VA 


Electric Cleaner 
T H OR OU GH 





























BEE-VAC Junior 


Vacuum Brush 


Consumer’s price $] 950 


A profit opportunity for you 


EALERS, as well as the en- | dred and one other small cleaning 
tireelectric cleaner industry, ‘en! | jobs. It finds ready sale in homes, 
>. 4 








have come to look to Bee-Vac for |/”, 
up-to-the-minute merchandise at }|-/\4 
popular prices. 





The new Bee-Vac Junior Vacuum 





Brush meets your highest expecta- 
tions for fine quality and sensation- 
al performance. Its lowconsumer | 
price, $19.50, permits volume sales | 
with least selling resistance. 





The Bee-Vac Junior Vacuum | 
Brush opens up a real sales oppor- | 
tunity. Weighing less than 4 lbs., | <5 
it is used widely for cleaning auto- 
mobile interiors, stair carpets, up- [ ~ 
holstery, clothing and for a hun- }). 

ne 





BEE-V. 


VACUUM 





garages, stores, hotels, tailor shops 


| and many other places. 


The Bee-Vac Junior, including 


its 14 hp. Birco quality motor, is 


fully guaranteed for 2 full years. 
It is made with the same care as 
standard Bee-Vacs, and is the 
product of one of America’s old- 
est and largest makers. 

You are invited to place a trial 
order with your jobber. Or write 
us for the details of our attractive 
proposition. Birtman Electric 
Company, Dept. D267, 4140 Ful- 


lerton Avenue, Chicago. 


unior 
BRUSH 
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seals to be hereunto affixed, the day and year first 


Rapio Cogrosat; or AMERIC. 









ByA. « LEAN ONSET ES 








= Pece President. 
enh 


Genera Evectaic CoMPANy 


By . f Oe os 
{ Awe President. 
{ 


whe heel? 
(ve? Secretary 


WestincHouse ELectric & MANUFACTURING 
Company 


{ Net President. 





President. 
b Secretary 


n of the obligations contained in paragraph 9 of the 
ht, the American Telephone and Telegraph Company 
to the grant of the licenses hereinbefore granted by 





AMERICAN TELEPHONE AND TELEGRAPH COMPANY 





By ° 














se signatures behind 
your Mohawk franchise 


put one more huge selling and protective advantage 
in the Mohawk dealer’s hands — for Mohawk is 
now licensed under RADIO CORPORATION 
OF AMERICA, GENERAL ELECTRIC COM- 
PANY and WESTINGHOUSE ELECTRIC & 
MANUFACTURING COMPANY patents. 

This important step, the signing of this license 
agreement, removes the last atom of sales resistance 
from the Mohawk dealer’s path. 

You are protected,your customers are protected. 
Nothing but clear 
sailing and bigger 
business ahead. 
You have the line, 
you have the price 





On pial 










range—from $67.50 to $275—and NOW AC elec- 
trically operated sets—built in the famous Mohawk 
interchangeable drawer unit, adapted to all models, 
at only $110 additional. Nothing more to buy— 
and full protection. Enabling us to concentrate on 
Building them Better — Pricing them Lower — Sell- 
ing them Faster. 

Be sure to see the Mohawk Exhibit at the Fourth 
Annual Radio World’s Fair, New Madison Square 
Garden, New York, Sept. 19 to 24. Write today con- 
cerning Mohawk franchise. 

MOHAWK CORPORATION OF ILLINOIS 
Established 1920 


Independently organized 1924 
CHICAGO 
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[p) Pearman RADIO TUBES 


“Distance Without Distinction”’ 


For Department 
and Hardware Stores! 


Any one of the four following reasons 
should warrant investigation of Perryman 
Tubes by buyers for Department and Hard- 
ware stores. 


1. 


No tubes made by anybody, anywhere 
deliver better performance than Perry- 
man Tubes. You can prove this your- 


self. 
2. 


All your competitors do not have 
Perryman Tubes. You control sales, 
repeat business and good will. 


3. 


Perryman Tubes cost you less than 
other tubes of equal merit and you do 
not have to cut the price to sell them. 


4. 


You have no replacement worries. We 
guarantee that your customer gets im- 
mediate satisfaction at our expense, not 
at yours. 


The Perryman Exhibit at the New York 
Show will be in Booth 5, Section DD. 


Write for complete information on the new Perryman 
AC Tubes, volume discounts and dealer cooperation 





Perryman Electric Co., Inc. 
33 WEST 60th STREET 
NEW YORK, N. Y. 





PERRYMAN RADIO TUBES 


Selling $100,000 Radio a Month 


(Continued from page 19) 


“By eliminating the outside salesmen, we are en- 
abled to sell on a reasonable margin and this is a 
genuine factor in making more and more sales—peo- 
ple know a whole lot about prices of radio sets and 
by shopping from store to store, they are enabled 
easily to see the advantage in buying in our depart- 
ment. We think our methods of bringing customers 
into the department are less expensive than outside 


| salesmen. 


“And, speaking of methods, plans and expediencies 
which bring in thousands of radio prospects; there is 
one point in particular about which we are enthusi- 


| astic. 


“This is our ‘Radio Map’ of the United States, which 
occupies a conspicuous position immediately above 
our principal radio show window, in the middle of the 
block upon the Twelfth Street side of the store. 

“This radio map is more than over 20 ft. long, and is 
attached to the wall upon the second story and is 
plainly visible, not only across the street, but for 
blocks up and down Twelfth Street.” 

In the map a large electric bulb indicates Kansas 
City, and smaller bulbs indicate the principal cities 


| having broadcasting stations, zigzag, or “radio lines,” 
| connect each of these stations or towns with Kansas 


City, and at night when all of the electric bulbs are 
lighted, the radio map makes an impressive advertise- 


| ment. A large sign above the map invites the public 
| to “Buy Radio Under Our Club Plan,” and on either 
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side of outline of the United States are the names of 
the leading lines of radio sets in the department. 

“This radio map is one of our best business getters,” 
said Mr. Sherman. “The original cost was not large 
and maintenance is only for current used. It works 
for us night and day and is especially effective at 
night when illuminated. After dark it is visible to a 
large per cent of the people on the street in this part 
of town and these people realize that we have a live 
radio department. 

“Our ‘regular’ radio window, which is always de- 
voted to radio merchandise, is located under the Ra- 
dip Map, on Twelfth Street at the alley corner, hence 


| is visible from two sides, the east and north. To all 


west bound pedestrians the show window is visible 
from both angles in passing. This window is one of 
the best locations in the store. 

“During the selling season we have other windows 
for radio, often a window on each of the four store 
fronts. During special radio sales we have used a 
dozen windows, ail or in part, for radio. All of these 
efforts, together with newspaper advertising, draw 
the prospects that give to us the volume of our radio 
sales,” 


HE Third Edition of the NEMA Handbook of Radio 

Standards is issued, according to an announcement 
just at hand. More than 400 standards are included 
in the new edition. Much of the informatior in the 
volume is printed for the first time. 


























En UTiINgs 


in KADIO 


THERE is an opportunity now for 
dealers to offer, along with a radio 
receiver that is scientifically correct, 
a piece of beautiful furniture, hand- 
somely executed, designed to be a 
permanent addition to the home. 
The Splitdorf Radio Corporation, 
in a selection of beautiful authentic 
period furniture models of radio 
receivers, has created the first line to 
meet the requirements of the buyer 
who today prefers a radio instrument 
that combines lasting decorative 
value with superb musical qualities. 


12 models. List prices from $45 to $800. 
Prices apply only east of the Rockies 


Tue Aspey—Patterned after an Old World jewel 
case. Devoid of metal trimmings. Done in deep 
antique walnut, with carved ornament. Equipped 
with the new Splitdorf Single Dial Receiver, em- 
ploying four tuned circuits. List price, without 
accessories, $100. Splitdorf Period Cone Tone, $35. 
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Cabinets designed under the personal direction of Mr. Noel S. Dunbar 


Tae WintHrop—An early American corner secretary. Radio receiver, 

writing desk and bookcase combined. Equipped with the famous Splitdorf 

Single Dial 6-tube Radio Receiver, loud-speaker, and the Splitdorf socket 

~~ plant or, at option, the Splitdorf Electric Receiver (A. C. operated). 

he power plant is located in the compartment below the desk. List 
price with Socket Power, $600. 
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ESKIMO 


KITCHEN MECHANIC 


A practical electrical device that will whip 
cream, beat eggs, mayonnaise, light batters, 
malted milk, and mix cooling drinks. A glass 
mixing bowl is included with the Eskimo 
Kitchen Mechanic. 

There is an all year round demand for Eskimo 
Kitchen Mechanics because satisfied and de- 
lighted users tell others about this wonderful 
low-priced device. 

Send in your order now or write for further 
information, discounts, etc. 


United Electrical Mfg. Company 
Adrian, Mich. 


Also manufacturers of Eskimo Fans and 
Ven Fans. 


ow 
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Be Ste, $7.00 
East of Rockies 


$8.00 


West of Rockies 
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Electrical Business Briefs 


RGANIZATION of the United States Electric Cor- 

poration, a merger of five radio manufacturers, 
was announced a few days ago in New York, where 
officials of the five companies had been in conference 
for more than ten days. The merged companies are: 
Apex Electric. Manufacturing Co., Sentinel Manufac- 
turing Co., both of Chicago; Indiana Electric Manufac- 
turing Co. of Marion, Ind.; Slagle Radio Co., of Fort 
Wayne, Ind., and Workrite Manufacturing Co., of 
Cleveland, Ohio. 

The merger is accomplished by incorporation under 
the laws of Delaware with 30,000 shares of common 
stock of no par value, all of which is taken. The merged 
companies waived good will valuation and will enter 
the new company under a rigid inventory. 

The objective is to meet the patent situation. The 
new corporation is licensed under all radio receiving 
set patents of the Radio Corporation of America (ex- 
cept Super Heterodyne patents) as well as the patents 
of the American Tel. & Tel. Co., Westinghouse, General 
Electric, Hazeltine Corporation, Latour Corporation 
and Technidyne Corporation. It is the only manufac- 
turing corporation enjoying such wide license. 

The first step of the merger will be to establish a 
central engineering laboratory into which will be thrown 
the combined engineering personnel of the individual 
companies, The merger of the manufacturing plants 
or assignment of work to them will be taken up when 
the products have been fully defined. The laboratory 
and central offices of the new company will be in Chi- 
cago. The officers are: President, Allen G. Messick; 
First Vice-President, Carl D. Boyd; Secretary, P. K. 
Romey; Treasurer, John Beatty; Directors, A. E. Case, 
V. H. Meyer and L. S. Slagle. The three directors are 
operating vice-presidents. 





ENERAL ELECTRIC CO. has organized a class of 

five men who will be trained in rural electrifica- 

tion work. The young men in the class, all practical 

farmers and electrical students, will spend five months 

in study under the direction of G. A. Riotz of Salem, 

S. Dak., who was graduated as an electrical engineer 

and had previously served as a farm agent. The mem- 

bers of the class will be available for work in the elec- 
trical industry after their graduation. 





ACK REDELL, secretary of the Midwest Radio 

Trades Association with headquarters in Chicago, 
announces the formation of the Redell Corbridge Co. 
of 360 North Michigan Avenue, Chicago, which will 
represent as jobbers the following lines of radio: 
Sentinel, Temple, Zetka, Malone Lemmon. 





ARCUS A. CURRAN of New York, assistant to 

the vice-president of the Graybar Electric Co., 

has been elected vice-president and general manager of 

the Bryant Electric Co. of Bridgeport, Conn. Mr. 

Curran is widely known in the electrical industry, as 

he has held positions in many sections of the country 
(Continued on page 52) 




















ATWATER KENT 
RADIO 





POSTERS 


MAGAZINES 







NEWSPAPERS 


Perfection—Prestige—Profit 


THIS new Radio Speaker—Model E—is being introduced this month 
to millions of people in the United States and Canada. It is being 
advertised in the MAGAZINES on the long list used by the Atwater 
Kent Manufacturing Company, in NEWSPAPERS reaching every city 
and town, on POSTERS in the 300 greatest centers of travel. 

For every Atwater Kent dealer the Model E Radio Speaker means 
perfection, prestige and profit. 


Write for illustrated booklet of Atwater Kent Radio. One Dial Receivers Licensed Under U. S. Patent No. 1,014,002 
ATWATER KENT MANUFACTURING CO., A. Atwater Kent, President, 4736 WISSAHICKON AVE., PHILADELPHIA, PA. 
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nsed under 
A Andrews patent applicat ons 


BALKITE “AB” 


Contains no battery. A complete unit, replacing both “A” 
and “B” batteries and supplying “A” and “B” current 
directly from the light socket. Operates only while the 
set is in use. Turn it on and the set operates. Turn it 
off and you’re through. Two models: “AB” 6-135, 135 
volts “B” current, $59.50. (“AB” 6-135R, for 25-40 cycle 
current, $69.50.) “AB” 6-180, 180 volts “B” current, $67.50. 


BALKITE “A 


Contains no battery. The 
same as Balkite “AB” above, 
but for the “A” circuit only. 
Will serve wherever 6-volt 
“A” batteries are now in use. 
Not a battery and charger 
but a perfected light socket — 

“A” power supply. One of the most £ omailhible de- 
velopments in the entire radio field. Price $32.50. 








BALKITE “B” 


Has the longest life in radio. The 
accepted tried and proved 
light socket “B” power sup- 
ply. Has probably the long- 
est life of any device in radio. 
The new “B”-135 and “B”-180 
include new improvements 
making their condenser ca- 
pacity far greater than usually 
found in any commercial “B” power supply. Three models: 
“B”-W, 67-90 volts, $22.50; “B”-135, 135 volts, $32.50. 
(“B”-135R, for 25-40 cycles, $37.50.) “B”-180, 180 volts, _ 
$39.50. Balkite now costs no more than the ordinary “B” 


eliminator. 





BALKITE CHARGER 


Standard for “A” batteries. 
The standard charger for ra- 
dio “A” batteries. Noiseless. 
Can be used during recep- 
tion. Prices drastically re- 
duced. Model “J,” rates 2.5 gg 
and.5 amperes, for both rapid 
and trickle charging, $17.50. 
(Model “J”-R, 25-40 cycle current, $19.50.) Model “N” 
Trickle Charger, rate .5 and .8 amperes, $9.50. (Model 
“N”-R, for 25-40 cycle current, $11.00.) Model “K” 
Trickle Charger, the most popular of all chargers, $7.50. 





+ Prices are slightly higher West of the Rockies and in Canada d ») 


FANSTEEL PRODUCTS CO., 


Inc., NORTH CHICAGO, ILL. 


Balkite 


Radio Power Units 
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gambler’s luck to stay 
in the radio business 


IME was when no radio dealer could tell at 
ts beginning of the season whether the de- 
vices he would sell would stay sold. When it re- 
quired as much gambler’s luck as selling ability to 
make a profit. 

Look for example at the “B” field. Of 3 “B” 
eliminators offered the first year Balkite “B” was put 
on the market, and of 16 offered during the second, 
except Balkite “B” not one remains in its original 
form. All others have either been radically revised 
in principle or withdrawn. And every device that 
turned out to be wrong or was withdrawn cost some 
radio dealer money. 

Today you need no longer gamble with your 
own or your customer’s money. Time has separated 
sound devices from the bad, fly-by-night manu- 
facturers from those that are here to stay behind 
their product. 

In the radio power field the established leader is 
Balkite. Established by its pioneering—by a labora- 


tory that produced the first noiseless battery charger, 
the first trickle charger, and today most important 
of all, Balkite “AB” and Balkite ““A,” both without 
batteries. But more important still, established by 
performance at the hands of its owners. It is a well- 
known fact that Balkite Radio-Power Units are to- 
day among the longest lasting devices in radio. 
Balkite owners have been satisfied owners. Balkite 
dealers have always made money. 


Today luck is no longer the determining factor 
in your profit. What determines whether your busi- 
ness is profitable is whether you choose sound mer- 
chandise to sell. You need no longer sell experiments. 
Balkite— the tried and reliable — offers you a com- 
plete line, to serve every radio power requirement, 
at the lowest prices in Balkite history, backed by 
one of the largest advertising campaigns in radio. 
(Balkite is the third largest radio advertiser.) Con- 
centrate on Balkite instead of scattering your effort 


and you'll make money. 


FANSTEEL PRODUCTS CO., INc.. NORTH CHICAGO, ILL. 


Balkite 


Electrical Goods Section 


Radio Power Units 








ae 





Many Uses in a 
Product Make 
Many Sales 


That Is Why 
The Day-Fan 
Cleaner Is 

a Dealer- 


Favorite 








Retails for 
18.75 


The reason you get so many calls for Day-Fan Clean- 
ers—maybe in much bigger proportions than for electric 
irons or toasters—is because the Day-Fan Cleaner is 
used all day in various ways. 

The more uses a product has, the more reasons why 
people buy it. Day-Fan Cleaner takes the dust out of 
coats, carpets, clothes and rugs. It cleans draperies, 
furs, lamp shades and automobile upholstery. It is 
always on the go—in the garage, in the cellar, in every 
room of the house. 

It is so easy to operate that a woman will use it in 
preference to a large size vacuum cleaner—no bulk—no 
weight—no trouble to connect. Day-Fan Cleaner is 
light, it fits in the hand, it plugs in without fuss. It’s 
as easy to use as a whiskbroom. 

Point out those advantages to your customer, let her 
feel the powerful suction, then remind her that its many 
uses makes its low price of $18.75 a cheap investment 
in household help. Write us for information. 





DAY-FAN 
FANS 


Not all fans perform alike—and you 
can prove it with Day-Fan Fans. 
Here zoe have a product with eight 
big selling fig Setes Air Deliv- 
ery—Big lades—Husky Motor— 
Heat Proof — Dirt Proof — Damp 
vic = a of Fan Experience 
1 e 


Not all fans have all these features 
and your customers know it. Write 
us for information. 


Day-Fan Electric Company 
Dayton DEPT. 1 Ohio 


Fer More Than 38 Years Manufacturers of High Grade Electrical Supplies 
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Electrical Business Briefs 


(Continued from page 48) 
since he became connected with the Western Electric 
Co. in 1911. He became assistant to the vice-president 
in charge of sales soon after the organization of the 
Graybar Electric Co. In this position he has been 
active in electrical organization work, 





F L. MAYTAG, president of the Maytag Co. of 
e Newton, Iowa, celebrated his seventieth birthday 
by presenting to each of those employees of the factory 
who had served three years or more $50 for each year 
of completed service. The distribution was made in the 
form of a passbook on a local savings bank represent- 
ing this amount. One record was for thirty-three 
years. In his letter enclosed with the gift, Mr. Maytag 
says: “It is one of the greatest pleasures of my life 
to have the means of making others happy.” He re- 
quested that the gift account remain untouched for five 
years. 





RTISTIC LIGHTING EQUIPMENT ASSOCIA- 

TION is opening a membership drive in five classes 
of membership. The Dealers Section is seeking members 
at the rate of $15 semi-annual dues, no entrance fee. The 
activities of the Association contemplates a considerable 
merchandising promotion which will operate for the 
benefit of dealers. G. P. Rogers is managing director 
of the Association, with offices at 420 Lexington Ave- 
nue, New York City. 





A. FEGEN, who recently resigned as salesmanager 

e of the Zenith Radio Corporation to become a 

Zenith jobber in Cleveland, was presented with a silver 
set upon his formal retirement. 





Troublesome ‘‘Kill-watts’”: 
(Continued from page 37) 


“Well, ma’am,” she said, “it just spewed up and siz- 
zled and died on me right in the middle of my ironing. 
I jus’ wish there was no such thing as kill-watts some- 
times., Don’t guess the world could get along ’lectri- 
cally, tho’, if there warn’t something to kill off them 
watts. Down here inside the iron is where it sizzled.” 

“Let me take the iron and try it to see: what hap- 
pened.” 

“Will it take long?” 

“T think not.” 

“If I was you, I wouldn’t touch that iron for nuthin’. 
You ’lectric people just go on riskin’ your lives like you 
didn’t care, but I am afraid of them kill-watts.”’ 

“If we are careful we get along fine, for there is no 
danger when you know how. Now, that is just what 
I thought.: You need a new element, and it will cost 
you 75 cents and your iron will be all right.” 

“That’s cheap enough after all that fuss. I done 
used that iron a long time. I’ll have to tell Mrs. Green, 
for her iron has kill-watts too.” 

(No, we do not try to educate these people—espe- 
cially old ones. We merely try to pass along a few 
safety rules from time to time.) 
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Electric Cleaner and Polisher 


© one ROYAL has always 
set the pace in vacuum cleaner 
engineering. 
“Yes, we know the Royal is 
the best cleaner on the market” 
is the greeting our salesmen 
have received time and time 
again during the past fif- 
teen years. 


It is the greeting our men 
receive today. 


@5he P. A. GEIER CO., Cleveland, Ohio 


540—560 East 105th St. 


Manufactured in Canada by 
CONTINENTAL ELECTRIC COMPANY, LTD. 
507 King St., East, Toronto, Ontario 


Re) 
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Fremiet’s “Joan of Arc” Portland, Oregon 











IS EXPRESSED 
IN ADVERTIS- 
ING AS WELL 
AS IN SALES 

















LEADERSHIP 


during the last four months of 1927 


for example: 


Hoover advertising in national mag- 
azines alone will total 47,100,000 full pages, and of the business 


deriving from this advertising every sale will be a dealer sale! 


THE HOOVER COMPANY 
NORTH CANTON, OHIO 


The oldest and largest maker of electric 
cleaners - The Hoover is also made 
an Canada, at Hamilton, Ontario 
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1806 Pine St. 








“‘They Keep a-Running”’ 





Y, Horse Power Century Type SP. Split Phase Induction 
Motor 


A Year Without Reoiling 


Century Type SP Split Phase Induction Motors 
will operate 24 hours per day for at least one 
year, without reoiling — because they are 
equipped with the Century Wool-yarn System 
of Lubrication. This system contains only un- 
broken strands of pure wool yarn, which hold 
in suspension ample oil for proper lubrication 
even over such an extended period. 


The ability of these motors to “Keep a-Run- 
ning” when operating such units as washing 
machines, sign flashers, sewing machines, blow- 
ers, oil burners and similar equipment is the 
result of the following desirable features:— 


| Bearings are of cast phosphor bronze, 
machined to gauge dimensions and 
provided with figure-8 oil groves to 
insure constant, even distribution of oil. 


2 The high carbon steel shaft is of ample 
size to withstand severe service. It is 
polished on all bearing surfaces. 


3 Close fitting dust caps and collars 
make the bearing housings as nearly 
= tight as it is possible to build 
them. 


4, The positive, automatic cut-out mech- 
anism has proven its reliability in 
thousands of widely diversified appli- 
cations, 


Century Type SP Split Phase Induction Motors 


are built in %, 1/6, and % horse power sizes. 
Temperature rise not more than 40° Centigrade. 


CrenTuRY ELEctTRIC COMPANY 


33 Stock Points in the Pnited States and More Than 50 
Outside Thereof 





St. Louis, Mo. 




















%,1/6& \% HP. 























Selling Electric Ranges Before 
Wires Reach Homes 


(Continued from page 25) 


method of cooking. None are neglected who are build- 
ing new homes, and attempts are made to interest the 
contractors who are putting up these homes. 

Subdividers and those building for resale are edu- 
cated to the theory that a new home equipped with 
Frigidaire and L. & H. electric range is a more de- 
sirable property. 

The electric refrigeration force of outside men, 
headed by Abe Regehr, is constantly on the alert. Mr. 
Bell follows up on the prospects that come to attention 
through the regular channels. The regular inside sales 
force tries to miss no opportunity to show and explain 
the ranges, and last but not least, McBride gets out into 
the woods and pioneers along the path of contemplated 
power extensions. 

The pioneering is a side line with Harold McBride, 
as he is regularly in charge of the Bell-Grassle paint 
department and much too valuable in that capacity to 
give a great deal of his time to the outside promotion 
of a different line. However, he believes in the L. & H. 
electrics, is versatile, and enjoys the romance of pro- 
motion in the field. 

Some time ago, learning that a power line would he 
projected into a certain territory, he set out to solicit 
that section and attempt to sign up power to get imme- 
diate action from the power company. 

Three separate trips at intervals, two with Mr. 
Kreamer, the L. & H. “go-getter,” and another with 
Mr. Bell, resulted in eight signed orders for $1,400 
worth of L. & H. ranges. And the power line was not 
yet in. He’ll try for more sales in that territory soon. 
The pioneer work seldom brings immediate results, but 
it eventually pays well. 

L. & H. is kept before the public by frequent news- 
paper advertising, window displays, occasional displays 
at county fairs, and continual diligence within the store. 
Later this may be supplemented with informal lectures 
and demonstrations before women’s clubs and a cook- 
ing demonstration at the store. 

It sounds as if the Bell-Grassle Co. is pretty active 
in pushing this new line they have taken on, but they 
feel that they really have not gone after the business 
yet. The turnover has been very gratifying for the at- 
tention given to the line. The possibilities look bright 
enough for a more systematized and intensive selling 
effort. Electric refrigeration did not show its possi- 
bilities until the third year, and while Mr. Bell hardly 
expects the success with the range that he has had 
with the refrigeration, he is beginning to see the light 
in the advantages of the hardware store going after 
some of the electrical business and doing it first. 

The ultimate success would seem to lie in the ac- 
cumulation of more data as to the prospective users, 
a still better education of the sales force in regard to 
electric cooking and the electric range, more diligence 
in promoting sales even to the possibility of employing 
outside specialty salesmen for this product, and a closer 
cooperation or a sterner competition with the power 


(Continued on page 58) 
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Presto-Junior 


Gets Into Those 
“Hard-to-Reach Spots” 








It’s easy to get into corners and 
around the stair railings with 
Presto-Junior. 


Ht 
i 
Those deep crevices in uphol- 
stery are easily accessible to 
Presto- Junior. 





a, | | | 
“X 
Imbedded dirt in the floor car- 
pets andon the seat cushions of 
your auto yields to Presto- 
Junior. Even picks up dog 
and cat hair. 





Prest 





Quality Makes It Sell! 


w harr Quality of Mate- 


Ee 
— 


Quality of Performance Makes 
The Sale Permanent —— 


For a leader in holiday selling you’ll find Presto-Junior 
way out in front. The earlier you show it to your gift 
buying customers the greater your profits. Presto-Junior 
is so small and light it can be displayed and demonstrated 
right on top of a show case. Every customer who sees 
Presto-Junior will want a demonstration, and demon- 
strations generally turn into sales. Put one of these 
marvelous little appliances before your trade — do it 
now at fall housecleaning time— 


Use Our Sales Helps and 
Watch Your Profits Grow 


Millions of men and women are being told about Presto- 


| , Junior through advertisements in Good Housekeeping 


and Liberty magazines. You can share in the benefits 
of this publicity. 





rials, Finish and 
Workmanship — 
Create the Sale 





This close-up of the motor- 
driven brush shows how 
Presto-Jr. accomplishes 
what no “ attachments”’ 
can. Not suction alone, but 
the searching, powerful 
brush action indispensable 
to the modern cleaner. 
Presto- Jr. isonly afootlong 
and weighs but 3\4 pounds. 
Complete with 15 feet of 
heavy insulated cord and 
standard socket plug. Made 
in 3 voltages, 32 volt, 110 
volt or 220 volt power. 






METAL SPECIALTIES MFG. COMPANY 
338-352 North Kedzie Avenue, Chicago 





$ 


oO? unior 


“Whisk-Broom ) 


Size” 


Electric Vacuum Cleaner 


Electrical Goods Section 


57 











COM- 

PLETE 
line of holi- 
day wreaths 
for homes 
and window 
displays. Pic- oF 
ture shows 
16” dia. size 
with eight 
red mazda 
bulhs, imita- 
tion holly and 
red_ berries 
(can be used 
year after 
year) 10-ft. 
cord and 
plug. 

Other sizes and styles, with bulbs or flame bull 
candles. A complete line of electric tinsel stars 
and table decorations. Write at once for lists. 
Get you stock ready now for the holiday rush. 


J. B. Timberlake & Sons, Inc. 
Jackson, Michigan 


Hamilton Beach 


Triple Action 
Vacuum Sweeper 
Combines Powerful Suction with Beating Brush 


Action and Sweeping Brush Action. It gets all 
imbedded dirt. 





Because of its Efficiency and Price it is a great 
profit maker for Dealers. Write for Details of 
Selling Plan. 


Hamilton Beach Mfg. Co., Racine, Wis. 





























ITE 


ELECTRIFIED CHRISTMAS TREE STAND 


oo home a prospect! Most unique 
Christmas Tree decoration ever offered. 
Made of cast iron heavy enough to hold tree 
of any size. Decorated in snow effect with 
colorful wreath of poinsettias and holly, set 
off by eight lamps. Water container keeps 
tree fresh and green; prevents shedding. 


Jebbers are urged to act now in order that require. 
ments may be anticipated. Write or wire for prices. 


UNITED STATES ELECTRIC MFG. CORP. 
222 W. 14th St, New York Chicago Branch: 323 W. Polk St. 














Selling Electric Ranges 
(Continued from page 56) 


company of this district. It’s Mr. Bell’s guess that 
L. & H. electrics are going to make him some money. 
The odds are in his favor so far, and if by poetic license 
we may assume his entire sales force Barkis: “Barkis 
is willin’.” 

It might be added that there is a good deal of “kid- 
ding” going on among members of the sales force. For 
years, it has been a big feather in the cap of the sales 
force when the builders’ hardware was sold for a house. 
Now the electric boys are inclined to call the attention 
of the building hardware men to the profits when a re- 
frigerator and a range are sold for the house. 





The Title Is 


“The Cardfan” 
The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 
Adrian Verblaauw 
Clerk 
T. Verblaauw 
Hardwere and Household Furnishings 
290 North Eighth St., 
Prospect Park, N. J. 

















Electricity Is Safe 
.—If These Few Simple Rules Are. Observed 


gi a fuse blows out, you are either overloading 

your wiring system, or you have a defective appli- 
ance connected to your outlets. The trouble is not 
corrected by increasing the size of the fuse which is 
the electrical safety valve. Use not larger than 15 
ampere fuses for your house circuits. Never place 
a metal washer or coin behind the fuse, thereby elimin- 
ating all chance of fuse protection. 


jenny all appliance cords repaired or replaced when 
they become worn or ravelled. 


—Do not attempt to install additional wires in your 

home. Your best insurance against fire is to have 

such wiring done properly with the right material by 
experienced electricians. 


Fagg must not be tacked to walls or baseboards 

with staples. Connected extension cords hung 
on nails very often cause serious fires from the weight 
of the cord after a time pressing the insulation away 
from the wires and causing a short circuit. 


Sco ga a sockets in bath rooms and on con- 
crete floors in basements often cause serious 
injury from electrical shocks. 


. not move or handle electrical appliances such 

as heaters, violet rays, curling irons or washing 
machines while your body is in contact with water pip- 
ing or grounded metal. 


7 


—Always keep electrical heating devices away from 
combustible materiais. Provide 





an approved | 


metal stand for the iron and use it, whether the cur- ' 


rent is on or off. 


es not leave small children in charge of portable 
heating devices that are in operation. They may 


turn them over on your newspaper, curtains or rugs | 


with serious consequences. 


—Lights in clothes closets should never be left burn- | 


ing when the door is closed. 
must be well isolated from all inflammable material. 


l 


ous approved electric heating devices for this purpose. 


—Never use irons, toasters or other similar heat- 


] | ec cords to portable lamps in view and away | 


You encourage 
If the 


from rockers and the like. 
trouble when they are placed under the rugs. 


The light socket 


ing devices to warm the bed. There are numer- | 


standard length cord that comes with your device does | 
not reach your present convenience outlet, you need | 


another properly wired outlet placed where you can 
easily and safely plug in the cord. 


l 


—Never use gasoline 
machine. 


in an electric washing 


The above twelve safety rules were distributed by | 


the Electrical League in Victoria, B. C. and proved to 
be of great interest to the public. All are good rules 
for an appliance salesman to keep in mind and to use 
in cautioning customers. 
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Size 10 inches by 9 inches 


HAVE PREPARED, especially 

for dealers, a large illustrated 

circular which explains exactly why 

you will find it profitable and satis- 
factory to stock and sell the 


SEYMOUR 


ELBA LAM. .....HEATER 


Though but recently igtroduced, it is being 
stocked by the best dealers everywhere, and is 
proving a genuine sensation in the trade. 


It has a satisfactory margin of profit, and this, 
together with its extensive advertising and the 
effective manner in which we co-operate with 
you in pushing its sale, renders it an article 
really necessary to a well rounded line. 
Write us today for elaborate folder profusely 
illustrated. Also ask for information regard- 


ing our discount to the trade from the 
List Price of $8.50 


Seymour 
Products Company 


Seymour, Conn. 














(4 BANDBOX 


A 60 Tube Receiver of 
unmatchable quality at 


IMPROVED 
MUSICONES 
Musicones improve the 
reception of any radio 
set. They are perfect 
afinities in beauty 
and reproductive ef- 


ley Radios. A_ tilt 
table model, with 
brown mahogany fin- 
ish, stands 36 inches 
high, $27.50 — 16- 
inch Super-Musicone 


as pictured above 
with “‘Bandbor,”’ 
$12.75 — 12-inch 


Ultra-Musicone, $9.75 





IO 


Many features of this set have been found heretofore only 


in the most expensive radio. 


Since Crosley is licensed to 


manufacture under nearly all important radio patents, this 


combination, with Crosley leadership and 


experience, 


naturally produced an amazing radio, the remarkable value 
of which can be judged by the following features incor- 
porated and by seeing it and hearing it at your dealers: 


1. Completely shielded coils, condensers and wir- 
ing. 2. Acuminators for sharper tuning. 3. Com- 


pletely balanced genuine neutrodyne. 
control. 5. Single tuning knob. 


4. Volume 


6. Illuminated 


dial. 7. Single cable outside connections. 8. De- ‘ 
signed for easy installation in consoles. 9. Beau- 
tiful frosted brown crystalline finished cabinet. 


AC model using new R.C.A. AC tubes and working directly 
from electric light socket through Crosley Power Converter 


is $65. Power Converter $60 extra. 


Hear this wonderful new contribution to the enjoyment of 
radio. If you cannot find one of the 16,000 Crosley dealers 
near you, write Dept. 132 for his name and literature. 


Crosley is licensed to manufacture under licenses of the Radio Cor- 


poration of America and associate 


also The Hazeltine 


Corporation and Latour Corporation. 


GCROSLE- 


The Crosley Radio Cor- 

poration, Powel Crosley, 

Jr., Pres.. Cincinnati, 
Ohio 


a Crosley... 
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ey get i 
you radio man aver 
a — = a doctors ‘and tel 
What’s this “shielding? —— 
Yours t; 
MINOT UPPLY 
Minot, N, D. 
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Shielding 1s necessary in a moa- 
ern radio receiver. The more 
sensitive the set is, the more you 
need it. Some sets are merely 








housed in a metal case. This 
helps to keep strong local signals 
from breaking through, but it is 
even more important to keep them 
where they belong after you get 
them the proper way from the 
antenna. 


A set has tubes, condensers and 
coils. Here is a coil. The lines 
around it are the magnetic field. 
You know the earth’s magnetic 
field will work a com- 
pass down in a mine, 
or up in a plane (it 

certainly worked for 
a Lindbergh) and the 
= fields around un- 

shielded coils get all 

mixed up and the set 

howls and squeals 
and has to be choked off by turn- 
ing down the filaments in the 


tubes. 

Now if the coils are Ww 
housed in copper ~ <2 
shields the fields can’t + ON 
mess each other up, Sine rrenD 


and the tubes can do 

a real job of amplifying. The 
coils in Crosley sets have these 
coppershields, and there isn’t any- 
thing better. 


Then there are the condensers, and 





wasn’t for the shield around 
Tad ‘the fields would act like 
those in the coils, and the results 
would be just as bad, or worse. 
It isn’t enough to shield the coils 
and the condensers, because even 


the wiring of the set has fields 
is, too, is shielded, 
around it. Th - it i in a 
AB (Ga really hig 
(al) S)cooren grade sets. 

i ae Of course, it’s 
Ws A, all in knowing 
Sart TWO COWS HHELDED bow to do it, 
but that’s why Crosley sets can 
be as good as the best without 
costing half as much. 








See 
‘ 








S ad 
CONDENSERS PROPERLY HOUSED 





Pelkey, Po es Corporation : 
: radio are ; 
in what th for’ thelr a 


YY intere: 
joney. ted 


stop talk. 
us what 
ir 


business anyway? 


($35 





co., 











APPROVED 
CONSOLES 


Selected by Powel 
Crosley, Jr., as ideal, 
acoustically and me- 
chanically, for the in- 
stallation of the Crosley 
“* Bandbow ’’ Genuine 
Musicone buil t in. 
Crosley dealers seoure 
them from their job- 
bers through 

H. T. ROBERTS CO. 
914 8. Michigan Ave., 

Oh , WU. 

Sales Agents for Ap- 
proved Console Fac- 
Showers Brothers Oo. 
The Wolf Mfg. Indus- 
tries 
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Prices 








Crosley Radio is licensed 
only for Radio Amateur, 
Experimental and 
. Broadcast Reception. 





slightly 


. higher 


west 

of the 
Rocky 
Mountains 
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Think of 
the sales 

& e a e 
possibilities! 
This new way of washing is bound to 
create a sensation wherever it is intro- 
duced. And with good reason. The new 
Vac-A-Tap combines all the speed, all 


the thoroughness, of the finest present- 
day washer with a gentleness that is new! 


Every demonstration that you make of 
the Vac-A-Tap gives conclusive evidence 
of how far in advance of ordinary rough- 
and-tumble washing its Live Impellor 
principle is. Its ‘“suction-squeezing” 
cleanses the clothes quickly and 
thoroughly —and without the disastrous 
wear of the ordinary violent-action 
washer. This Live Impellor principle 
is found on no other washer. It is pat- 
ented, exclusive with the Vac-A-Tap. 


You will make money on the Vac-A-Tap. 
It meets completely the growing, insist- 
ent demand for safer washing. It is 
finely built throughout. Can be de- 
livered and set up by one man. 

Has direct drive on Timken 











LIVE 








IMPELLOR 


roller bearings from self-aligning motor; 


no belts. Easily cleaned after demonstra- 


tion. 


The profits are generous on the 


Vac-A-Tap; territories are ample; the 


mos 
oper: 
poin 
up. 

THE 


Firm 


re & Street No. 





t liberal policies of dealer co- 
ation support the dealers at every 
t. Territory is rapidly being snapped 
Don’t wait —write or wire. 


VAC-A-TAP COMPANY 
HOLLAND, MICHIGAN 


THE VAC-A-TAP COMPANY, 

Dept. EG, Holland, Michigan 
Gentlemen: Please send us full Vac-A-Tap 
facts and all details of the liberal dealer policy. 


State 
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ROYAL ROCHESTER 
PRODUCT 


conomical heat that will 


warm up your sales! 


HE Royal Rochester Heater 
E} ow Po friends for itself at first 
sight. Customers are attracted by its 
handsome appearance and fine finish. 
And when they learn how very prac- 
tical it is—and how economical... ! 


The sturdy cast steel base is Duco- 
finished and weighted to prevent over- 
turning. The 13-inch solid copper 
reflector is scientifically constructed 
to radiate maximum heat at mini- 


mum current consumption. Adjust- 
able—quickly and easily so—to any 
angle, with a handle that always 
remains cool. 


Anyone who can be interested in 
heaters will be keen about this one. 


Be sure you have an ample stock 
of Royal Rochester Heaters for the 
coming cold months. And keep them 
on display, for their appearance alone 
often sells them! 


Rospeson RocHESTER CoRPORATION 


New York Office and Display: 


200 Fifth Avenue 


Factory and Main Office: 
Rochester, WY. 
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Day-Fan Electric Co., Dayton, Ohio. 


You may send me information regarding the 


[] New line of Day-Fan Radio Receivers 
[] Distributor territory [] Dealer territory 
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We are building Good Will for 
BRIGHT STAR 


RADIO BATTERIES 
..»Cash In On It! 


Popular interest in Bright Star Radio Batteries is 
being tremendously stimulated by this advertising 
campaign in the great metropolitan dailies, reach- 
ing over four million people! 


Let this great and growing consumer good-will 
work for you! Ask your jobber—or write direct 
to us. 











BRIGHT STAR BATTERY CoO. 
Main Office and Factory 
Hoboken, N. J. 

Branch: Chicago, III. 


5, gna 


SEVENTEEN YEARS BUILDING QUALITY BATTERIES 


oe ™ 
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The Hygrade Lamp in 
this new window display can 
be shown lighted 


This display was made because dealers front have panels for showing the wattage 
asked us for a window display in which the and price of each inside frosted Hygrade 
lamp could be lighted. Lamp. 

If you want this display to help you in- 
crease your sales of Hy- 
grade Lamps, order from Licensed under 
your jobber or direct from Snpubinentn 
The six attractive new display frames in the Hygrade Lamp Co. nn 


- 


HYGRADE LAMP CoO, 
wiinD Parvony (" SALEM Mass 


D7 UM LL AL SAE AL AAS AAS AS AAA 


The carton and reading lamp are resting 
on an actual table top which is finished in 
fine imitation of brown mahogany. 
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Improvement 
CVEL 


A Batteries 


The WHITE “A” SOCKET POWER 
UNIT is not a substitute for “A’”’ Bat- 
teries. It is vastly superior to batteries 
—more dependable—more efficient— 
more economical. Requires no bat- 
teries of any character —no trickle 
charger. Never charged. Never dis- 
charged. Gives even, constant, unfail- 
ing current—without slightest noise. 
Always ready for constant and con- 
tinued use. Not affected by disuse. 
Trouble proof. On when “on” and off 
when “off”. Induces full clear-toned 
reception. Costs practically nothing to 


White “A” Socket Power is li- 
censed by Andrews-Hammond 
Corporation under Andrews 
Condenser and other Andrews- 
Hammond patent applications. 


wl 





“A SOCKET POWER UNIT" 


oe, 





operate. Moderate in price. Quickly 
pays’ for itself by abolishing expense 
of battery charging. Designed for 
standard 6 volt sets from 1 to 9 tubes. 
Compact—convenient. The most sat- 
isfactory and scientific “A” current 
supply. Saves money—time and trou- 
ble. Attractive in appearance. Housed 
in substantial 20 gauge metal cabinet 
—handsomely finished in sage-green 
Duco. Liberal dealer discounts. Desir- 
able franchises now available. Partic- 
ulars on request. 


Our complete line of “A”’; 
“B” and “A-B” power 
units gives a wide, active 
range of sales. 





Julian M. White Manufacturing Co., Sioux City, Iowa 
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century progress—typifying the speed of this 
golden era in which we live. 


And in Speed Super Emission Radio Tubes you will 
find the true culmination of all that marks progress 
and advancement in that great modern science and 
popular amusement art-—RADIO. 


Speed Super Emission Radio Tubes are better tubes! 
They embody in their manufacture the finest of 
materials and workmanship. Built by craftsmen 
seasoned by years of manufacturing things electrical, 
an organization of strength and stability—in busi- 
ness to stay—financially able to back the liberal 
guarantee and other unique policies placed behind 
the product. 

Let us tell you more about Speed Tubes and our new 


and distinctive selling plan, our original list prices 
and trade discounts, which mean larger profits to you. 


“Speed up your tube sales with Speed Radio Tubes” 


CAMB ILIE SEU CP CPE oa.” 


MANUFACTURERS 
EXECUTIVE OFFICES 


31 UNION SQUARE, NEW YORK, N.Y. 


Meet Us At 
Booth 6—Section II 
RADIO WORLD'S FAIR 


New Madison Square Garden 
New York 


September 19 to 24 
inclusive 


RADIO TUBES 


(5 '« MODERN FLYER— symbol of twentieth 
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Simplex 
Electric 


Operates From 
Light Socket 








No Batteries 
No Liquids 


Model B 


Retails at $250.00 


Complete with Tubes, Speaker and all 
Accessories, Ready to Operate 


A beautiful six tube radio with single dial 
calibrated in station wave lengths. 

Brings in distant stations loud and clear and 
operates without hum or distortion. Repro- 
duces accurately the entire range of audible 
sound. Super selective with wonderful tone 
quality. 

Costs less than one cent per hour to oper- 
ate. The cabinet, like the instrument, is a 
masterpiece of fine workmanship. It is 36” 
high by 34” wide by 14” deep. Has detach- 
able legs. 

The Simplex Electric is being very success- 
fully and profitably handled by the hardware 


trade. Write for Prices and Terms. 


Manufactured by 


The Simplex Radio Company 


Sandusky, Ohio 








Your Trade Will Buy 
This “DOUBLE ACTION” Toaster 


HE “DOUBLE ACTION” Toaster toasts two 

slices of bread on both sides at once without turn- 
ing. It is well designed, heavily made, handsomely fin- 
ished, and backed by an advertising campaign that is 
making it nationally known. 


Order a stock of “DOUBLE ACTION” Toasters from 
the jobber who is nearest you, and get your slice of these 
profitable toaster sales. Your jobber will supply you 
with window cards, counter displays, newspaper mats, 
and other advertising material, and he’ll work right with 
you to make this excellent toaster a live seller in your 
store. 


Write him today for quotations and full information. 
Tf your jobber does not have “DOUBLE ACTION” 


oasters in stock, write direct for full information 
and name of nearest jobber. 


“DOUBLE ACTION” ELECTRIC CO. 


Manufacturers, GRAND RAPIDS, Michigan 











all 
TRY 


The suggestions offered 


in this issue of Hardware Age for 
merchandising Electrical Goods. 


The live dealer can amplify his sales 
by prominently displaying these ar- 
ticles. 


Step up your sales by reading the 


electrical merchandising articles in 
the Electrical Goods Section of 


Hardware Age 
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ou venoticed the pitchless tops 
on Ray-O- Vac batteries 


Do you know what they stand for? 


HESE tops are the visible 
evidence of a totally new 
type of construction that makes 
Ray-O-Vac batteries last from 
10% to15% longer . .. and Ray- 
O-Vacs havealways been known 
for their remarkably long life! 
With this new construction, 
each round cell is housed in a 
square waterproofed compart- 
ment. The corners of this com- 
partment allow room for the 
expansion of whatever electro- 
lyte breaks through the 
zinc can. In pitch-filled 
batteries the oozing elec- 
trolyte forces its way to 
the top of the cell, con- 
tacts with neighboring 
cells, and short-circuits. 
The new Ray-O-Vaccon- 
struction does more than 
eliminate short circuits.It 
permits all the active ele- 
ments within each cell to 
give all their energy in 
producing current. 
Practically every particle 
of electrolyte is used up 
...every ion of the zinc 
can goes into making 
volts! 


on 
¢ 


} 


No wonder then, that Ray-O- 
Vac batteries last longer! They 
are built to do so! 

They are batteries that will 
give your customers the kind of 
satisfactory service that brings 
them back to your store. Aren’t 
these the kind of batteries that 
you had rather sell? 


Millions are learning 
these facts 


Every month in The Satur- 


TRE SATURDAY EVENING PY ost 


¢ » -_— 
Leduce the expense 
~ of good reception 


with this longer-life radio battery 


J wapio 1s pepere” 449 
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Look for the full page advertisement like this that . 
‘ost. 


every month, in colors, in The Saturday Eve 


day Evening Post the longer 
life of Ray-O-Vac batteries is 
being explained to millions of 
radio owners in full page color 
advertisements. Similar pages 
in color in The Country Gen- 
tleman, and large space ad- 
vertisements in the leading 
newspapers of the country tell 
the same story. 

This advertising is making 
sales—for Ray-O-Vac dealers 
and jobbers—all who sell 
Ray-O-Vac batteries. 

Wouldn’t you like to 
handle a line of bat- 
teries with the quality 
points of Ray-O-Vacs to 
talk about and with the 
promotional work behind 
them that is supporting 
Ray-O-Vacs? 

Ask your jobber for in- 
formation about the line, 
or write us and get full 
particulars. 


FRENCH BATTERY 
COMPANY 
MADISON, WISCONSIN 
ers of Ray-O-Vac ‘‘A” and 
“*C”’ radtt batteries, Ray-O-Vac flash- 


lights and batteries and Ray-O-Vae 
ignition batteries. 
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Fast Selling 


Because Attractively Displayed 


Anylite Regulators are electrically and mechanically | 
right—they never disappoint—but their popularity | 
with dealers is due largely to the fact that all regu- 

lators are shipped on display cards that sell them fast. | 





King Cole Aerial Wire is another typical Anylite 
product. Superior quality, big value, and attractive 
counter displays assure quick sales and satisfied 
customers. 


Ask for information on the 
fast selling Anylite line. 









Anylite convenience 
plugs are made _ in 
every conceivable com- 
bination—most durable 
and best looking. Keep 
them on display. 








$300 


Th HANDY 


Full Automatic 
Switch 


The Handy Separate Potential and Series Relay offers you some- 
thing to sell to those who already have an “A” battery and 
charger and “B” power unit. By means of the switch, “A” 
and “B’’ power is placed under automatic control. It auto- 
matically connects charger to battery when radiofilament 
switch is turned off and automatically disconnects charg- 
er when full “A” battery strength is reached or fila- 
ment switch is turned on. Also automatically turns 
“B” power unit on and offas set isturnedonoroff. 
Big seller with nearly all setownersor prospects. 





i 
The HANDY 
Automatic Charger 


Here is a charger having the automatic fea- 
tures made possible by the switch illustrated 
and described above. Employs either Tungar or 
Raytheon Type Rectifier. Charges at 2 to 24 am- 
pere rate. Effective and dependable—a charger you 
can safely recommend. In its new green Krakle case, 
the Handy is an accessory whose beauty is only rival- 
led by its ability to furnish dependable automatic charging 
service. Ask your jobber about the Handy line. Write now 
for descriptive literature, prices and discount to the trade. 


INTERSTATE ELECTRIC COMPANY 
4343 Duncan Ave. St. Louis, Mo. 
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—and a steady, profitable volume for you in wiring 
device selling. 


The trade approval and consumer acceptance 
which stand behind the Arrow Line are the result 
of over twenty-five years of dependability, service, 


L quality and enterprise. 














ELECTRIC COOKING DEVICES 





The range department of the modern hard- 
ware store is not complete unless it in- 
cludes electric ranges. Many hardware 
dealers are adding profitable range busi- 
ness by selling Standard Electric Ranges. 
A complete line—made by the oldest ex- 
clusive manufacturers of electric ranges. 
Let us send you catalogue and full infor- 
mation. 


The Standard Electric 
Stove Company 
Toledo, Ohio 


“Standard quality is never questioned” 
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Does the word PROGRESS— 


mean more 
business— 
more profits— 
to you? 


The new improved Okeh Tape spells progress 
with its welded leatherite covered steel case, 
friction brake controlled drum and famous end 
fastener of proven value. 


This article has a buying appeal a tape user 
can seldom resist, and opens a new field for sales 
where a tape was formerly a nuisance. 


Send for prices and particulars of sales plan. 


KEUFFEL & ESSER CO. 
WEW YORK, 127 Fulton Street General Office and Factories, HOBOKEN, N. § 


CHICAGO ST. Louis SAN FRANCISCO MONTREAL 
96-20 $. Dearborn St. 617 Locust St. 30-34 Second St. 6 Metre Came HH GE 


Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes - 








Swedish 
Pansar 
Files 





Flexible 

Blades 

Tanged 

Half-Round . 

Bastard Fully 
Smooth Guaranteed 


We carry a full line of files, chisels and pliers 
Write for catalogue. 


SCANDINAVIAN WESTERN IMPORTING CO., Led. 


Minneapolis, Minn. 304 Railway Exchange Bldg., Montreal, Can, 
Seattle, Wash. 















es 





Business 
f 


Is Good 


STEINMAN HARDWARE CO. 
LANCASTER, PENN. 


; = Tn 


oe SO OE IES. 2 EE TIE 


BECAUSE they properly display their mer- 
chandise on Heller equipment. 

Having successfully helped thousands of Hard- 
ware dealers make more money, prompts us to 
urge you to write us about your merchandising 
problems. No cost or obligations to ask for and 
receive our suggestions. 

MAIL THIS TODAY 
W. C. Heller & Co. 3° Fag: Meagan Sis 
OGe PEORTOMS BERS once ccc cece cccrecscvcccccccccvercceseesesoce 
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BRBIEED ov ccvcccvccccccccncccdsnevdecsabccaceddrrcesrceressege 
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Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS 

Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 


5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 


Départment Stores carrying hardware and housefurnish- 
ings in the United States. 


Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 
_ Mail Order Houses handling hardware and housefurnish- 
ings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oi] and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 


helpful guide for salesmen’s calls. Every sales manager should 
have one on his desk, and every salesman could profitably carry 


a copy in his grip. Since the previous issue was published there 


have been more than 10,000 additions and corrections, and these 


all appear in the current Highth Edition. 


Hardware Wholesalers find Verified List of great value in 
“checking” their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. 


New York, N. Y. 
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Quick Service 


Quick service in securing ATLAS 
Tacks and Small Nails may hold 
the customer. 


Immediate shipments right from 
stock—from either Fairhaven, 
Mass., St. Louis, Mo. 

The largest and oldest manufactur- 
ers of Tacks, and Small Nails, in 
the world, assures dealers of prompt 
service as well as known quality. 


Send for complete catalog. 


——lAN 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


The largest and oldest manufacturers of Tacks 
and Small Nails in the world. 


Established in 1810. 














Sell the Best 
SE: oon HARDWARE 
° For Hard-wear 


Formorethan 50 years 
Bommer Spring Hinges have main- 
tained their leadership and proven 




















8 their superiority over all others. 
° They have kept pace with the 
times, because they have been 


kept up with the times whenever 
improvement was possible. 


OMMER 


SPRING HINGES 


ARE THE BEST 


Replenish your stock with Bommer. 








They are in universal demand—are 
quickest to sell—easiest to apply and 
the most satisfactory spring hinges 
made. 

Your Jobber handles them. 


Send for New Catalog 50. It is a 
big help in ordering. 











Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 

















—‘‘Number, please?” 
—‘“‘Yes, that’s all that’s required to 
cut a perfect key on 





THE €{(0) UNIVERSAL 


oy aK) 


“Takes the guess out of key cutting” 





The only machine in existence that is universal 
in its application, in that it will cut keys from 
number by code, or duplicate from sample key. 


QD INDEPENDENT IOCKCO.> 


Fitckburg, Mass., U. 8S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 


Kneb Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Ete. 








———_____ =. 





GRAND RAPIDS 


ALL-STEEL 


SASH PULLEYS 








Any Style 


~any size 
~but ALL STEEL 


Whatever your requirements in Sash Pul- 
leys—Ball Bearing, Cone Bearing, Axle 
Bearing; drive or face plate types, simall, 
medium or large—they can be filled most 
satisfactorily from the complete Grand 
Rapids All Steel Line, For instance, in 
the Grand Rapids Line only can you 
obtain the large lubricated Cone Bearing 
Pulley, self aligning and nolselcss. 


Acknowledged the World’s Finest, 
they cost no more than the run of 
ordinary pulleys. Thousands have 
used nothing else for 30 years. 


Sold by All Distributors—Everywhere 


A Popular Drwe 


ey 
No. 10 Ball Bearing 
No. 110 Cone 
Bearing 
Grand Rapids Hardware Co. (2-inch wheel) 
558 Eleventh Street, 


Grand Rapids, Mich., U. S. A. 
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Classified Opportunities 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 

















Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Opportunity Exchange Section PORE 55 cok us asec he secste eee $5.00 50% off rates quoted 
Set Solid, Minimum of 5 lines..... $3.00 Each additional inch............ 4.00 Address your advertisements and replies to 
Each additional line........... 60 Hardware Age, Classified Oppor- 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising — ast hn pc ~~ my 
Each additional line........... 80 4 insertions, 10% off; 8 insertions, 15% 
Average 10 words to a line off HarpWarke AGw is published each Thursday 
F 1 Nt D 
Allow One Line for Keyed Address Remittance Must Accompany Order a “— 7 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 
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BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





GERMAN TOOLS AND HARDWARE. Old established German Con- 
cern specializing in Tools and Hardware of first class quality and familiar 
with the usual requirements of U. S. A., desires business connections 
with U. S. Importers giving most competitive prices, highest quality and 
— guarantee. Address Box H P F 123, care Harpware AcE, New 

ork. 





For Sale. Hardware Store. City of 15,000. North Central Indiana. 
Leading hardware store. In business over 60 years. Annual business 
around $100,000. Owners have other interests Gementing their time. Full 
ng mere on application. Address Box H-653, care of Harpware AcE, 

ew Yor 


‘MR. MANUFACTURER—Are you getting desired results in Southeast 
ern States? A thoroughly equipped young man of executive calibre having 
close connection with jobbers this territory for good reasons wishes change 
September 15. Present remuneration secondary consideration. Highest 
references. Address Box H-648, care of Harpware Ace, New York. 





General Manager of Wholesale and Retail Hardware will be accessible 

tember 1. an handle any and all departments of Hardware, either 
wholesale or retail. Would like to settle in the west, or middle west. 
Thirty years old, married, with family. Can furnish excellent references. 
Address Box H-651, care of Harpware Ace, New York. 





For Sale. Hardware and Paint Store, located in Iowa. Stock and fix- 
tures will invoice about $7,000. 20,000 population to draw from. on 
for selling will be given to interested buyer. Address Box H-654, care of 
Harpware Acz, New York. 





Wanted to buy stock and fixtures of going retail hardware store, small 
live town, southern Michigan, northern New York or central New England. 
Must have good reason for selling and_stand thorough investigation. Give 
a . oe first letter. Address Box H-649, care of Hanpware Ace, 

ew York. 





SPACE TO LEASE. The Barton Company, oy iy mee store 
of Manchester with best location in New Hampshire 8 to lease 
for departments which do not conflict with our own. Address Box H-661, 
care of Harpware Ace, New York. 


SALES ACCOUNTS WANTED 





Traveling salesman thoroughly familiar with dealers, jobbers and factory 
buyers seeks meritorious article for New England hardware or paint field. 
Can furnish car and traveling expenses. Finest references. Address Box 
H-673, care of HarpwareE AGE, New York. 





Experienced hardware man interested in representing manufacturer in 
the Metropolitan New York territory. Address Box H-670, care of Harp- 
ware Ace, New York. 


SALES REPRESENTATIVES WANTED 








STORE FOR RENT—In center of growing Oak Park, Chicago’s biggest 
suburb, A fine hardware location. We will help tenant get started. 
Address Geo. B. Hemingway Organization, Inc., 121 Marion Street, Oak 
Park, Illinois. 





HELP WANTED 


i = 
Wanted — Experienced Hardware Men 
Men of proven ability—Salesmen, Managers, Quotation Men, Esti- 
mators, Stock Clerks, Order Clerks, Shipping Olerks, Packers, 
General workers and all office help. 
ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 

113 W. 42nd Street 
——_ 

ADVERTISING MANAGER WANTED—A large manufacturer of 
light steel products desires man with knowledge of steel business to take 
charge of advertising. State age, experience and compensation desired. 
All communications confidential. Address Box 7232-A, care of HarpwarE 
Acz, Otis Building, Chicago, Ill 








Bryant 7374-5-6 

















Salesman having a thorough knowledge of Lawn Mowers, by one of the 
largest Lawn Mower eusalacterers in the country. Exceptional oppor- 
tunity for the right man. -If you do not have Lawn Mower experience 
kindly do not apply. Address Box H-667, care of Harpware Acr, New 


York. 





POSITIONS WANTED 








FOR THE HARDWARE INDUSTRY 
MALE AND FEMALE 
EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 
ABBYE EMPLOYMENT AGENCY, INC. 


Remington Buildi 
113 W. 42nd Street as Bryant 7374-5-6 














MANUFACTURER’S STAINLESS TABLE AND KITCHEN cutlery 
and forged quality scissors desire representation in various territories. 
Following among retailers and department stores especially desirable. Men 
familiar with cutlery will find this splendid opportunity to annex real 
cutlery representation. Good commission. Can use man in Metropolitan 
District, also Chicago and Philadelphia. Address Box H-538, care of 
Harpware Ace, New York. 





TERRITORIAL SALES REPRESENTATION WANTED. We are 
manufacturing and distributing a spring sash balance, a new patented 
device requiring only one balance for a double hung window. Organiza- 
tions calling on building contractors and architects are requested to write 
immediately stating qualifications, etc. We have an attractive, profitable 
proposition. Address General Water Heater Corp’n., Sash Balance Dept., 
1601 Compton Ave., Los Angeles, Calif. 





Salesmen calling on hardware trade to handle Manila and Sisal Rope 
and Twines direct from importing manufacturer’s stocks in New York. 
Satisfactory commission paid promptly on accepted orders. Only desire 
men who have standing with their trade. Write giving references, terri- 
tory covered, and how often. Address Box H-618, care of HaArpware 
Ace, New York. 


A large manufacturer of brass goods seeks the service of a high grade 
salesman calling upon the wholesale hardware and machinery trade to 
handle their product as a side line. Straight commission basis. State 
territory covered and lines you are now handling. Address Box H-672, 
care of Harpware Ace, New York. 








Salesmen calling on hardware, furniture and department stores to handle 
a short, snappy, extremely popular priced line of refrigerators on com- 
mission. Now is the time to book orders for next year. State territory 
covered. Address Box H-669, care of Harpware Ace, New York. 





SALESMEN WANTED—To carry a side line to the Hardware Trade 
on commission. Give references, terfitory covered, how often covered and 
whether or not you call on the small retail hardware dealers. Address 
Box H-671, care of Harpware Ace, New York. 





MANUFACTURER’S AGENT to handle, established line of Bernard 
Pliers and Hand Tools in Minnesota, Iowa, Kansas, Nebraska, North 
Dakota and South Dakota. 100 per cent active representation essential. 
The Wm. Schollhorn Co., New Haven, Conn. 





COMMISSION SALESMAN IN EACH STATE for manufacturer of 
too 


ha and hardware specialties. Advise cove and houses 


represented. -Address- Box H-638, care of Hanpware Acer, New York. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 





SALES REPRESENTATIVES WANTED 











Salesmen calling on jobbers of house furnishing goods and department 
store trade. We have a high grade household specialty that sells and 
repeats. Unoccupied territories, New England, Minnesota and adjacent | Star Line Barn Equipment, Door Hangers, Hardware S 
anen,  Hignane and = South. ‘Commission basis. Address Box -659, ——e — through the hardware and implement trade. Op 
care of Harpwa ; e bonus 
as Ace, New ‘York living on territory. HUNT, HELM, FERRIS & 
P. O. Box 231, Aibany, New York. 


COMPANY, INC., 





SALESMEN WANTED—We are manufacturing several attractive 


Experienced salesman for western New York to sell the well known 
jalties and 
rtunity to 
Prefer man acquainted with this class of trade and now 





hardware items and want to connect with good men who will a 

rofitable side-line — Straight commission. Protected territory. 
mn answering tell us whether you are now selling retailer, wholesaler or 
oe Ms CLARK MFG. COMPANY, 427 North 13th Street, Philadel- 
phia, 


Sales Representatives Wanted. Traveling salesmen to visit retail hard- 


ware dealers, sesritery adjacent Philadelphia. 
person. Chas Ghriskey’s Sons, 504-8 Commerce St., Philadelphia, Pa. 











SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 
to handle. 
What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
reliable salesman to represent you. 








Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


D. Landreth Seed Co., Bristol, Pa. 


Want a Good Hardware Salesman? 
quickest way to locate one is through an ad 
in i “Classified Opportunities Section” of this 
paper. 
It’s the place where good hardware salesmen look 
first for real opportunities. 














ARMSTRONG BROS. 


bys 
Chain Pipe Vises > 


Universally known for their lasting qualities 
on stiff jobs. Write for free Catalog show- 
ing the Complete Line of Pipe Tools. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisco Ave., Chicago, U.S. A. 


Weldi | Compene’ is best by every 
test. es welding of any steel as 
easy as i. Stock it and increase 
your sales. 
Made only by 
ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 














Plain or enameled 


STRATTON  *.stcics 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 


Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 











Robertson “Horseshoe pe soa a 


ing. Award highest offered) at the Panama- Pacifie Exposition. 


OPT en0 Ante Wess mate inettene ©. 8. Pat. Off. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 


HACK “TLE NOX” saws 
Sony CD - csmcres 


UNIFORMITY OISTINCTION 
“The Tools in Lhe Puaid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


MACK SAWS - GAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


TAINTOR POSITIVE SAW SET 
“Natural Grip” No. 27 (New) 
The “Last Word” in Saw Sets. 


Yes, indeed, we still make our No. 7 
| and 714 models. 


care gg magnet —- —_ 





Taintor Mfg. Co., 113 Chambers St., N. Y. City 


BROWN @ SHARPE 
suelo) 
Made Best 
They Give Complete Satisfaction 
atalog on request 


TRADE MARK 











BROWN & SHARP 





Write full details or call in 
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INDEX TO ADVERTISERS | 
THE ADVERTISERS INDEX is published as and not as s part of the advertising contract. very care will be taken to index correctly. 
No = will be made for errors or failure to insert 
A Bright Star Battery Co...... 102 | Donley Mfg. Co., The......... = I 
B Ee Mibseseaerpeess — | Double Acti Electric Co.... 106 
Acme Shear Co.............. omer Pease & Mfg. Co, H. L. — elie. Mig. Co. ° pe . ie ... —| Independent Lock Co.......... 11 
Pea nae CO. were eeeveees Brown & Sharpe Mfg. Co.... 113] Doyle Co. Chas. E.......+.. —| Indiana Rolling Mill Co....... = 
= ws . Specialty Co.... —]| Brush-Nu Co. .......eeeeeee- — | Duluth Show Case Co........ _ mano tinge pe Co...... i. 
n As Ones cereccesss — | Buffalo Wi Work .. Inc.. —] DuPont N s&Co.EIL — ngerso ate: Docescoseces 
Alexander Hamilton Institute.. 23 Scorn ste o.. ~ . nets 2 ee International Silver Co....... a 
Allen Manufacturing Co...... 31-0 gvtee Gill Ces. doiescsece oa Interstate Electric Co......... 108 
Allen Manufacturing Co...... — | Burnley Battery & Mfg. Co.. — Irwin Auger Bit Co.......... os 
Allith-Prouty Co. ........... 33 bE ies Ws css. eee es 
Altorfer Bros. Co.......++4.. -- ee 2. ee rr 2g | Ives Mfg. Co. W. A......-. 116 
Aluminum Cooking Utensil Co. — Eagle-Picher Lead Co.......... 3 
Aluminum Goods Manufactur- c Dberhard Mfg. Co............ oe J 
ing WA Bebeabebewessecees.s —_ Cable a © eS 105 | Economy Plumber Co......... ‘iced 
Aluminum Products Co........ — Caldwell ae 113 | Elastic i See — | Jackes-Evans Mfg. Co........ Ss 
See Wares Association.. -- | Carborundum Co. ........... — | Evansville Tool Works........ —J| Jennings Mfg. Co., Russell.... 99 
pose = eect paaeve's 14 se tc vp on aeige steers —~ | Everedy Co., The............ 87 | Johnson Arms & Cycle Works, 
Se — asement Hardware Co........ —- a Se aide Seierei e SAR RR 94 
American Fork & Hoe Co.. SE | Eo ee - 
American Gas Machine Co.... -—]| Challenge Refrigerator Co..... - 
American National Co..... eS eee - F K 
Ameri Radiator Co........ —{C »rlain-Hz chemical Co. 8! 
— adiator Co Chambe rlain-Haber Chemical Co 8 ee a a ee us 
American Ring Co........... — | Cheney & Sons, S............ = 1 irae Bnot. Heath ‘O aS Ag ai 
American Saw & Mfg. Co.... 113 | Chevrolet Motor Co........ = nee nee ite laced <a “are Pace aa 
: ~ . ‘ Faultless Caster Co........... it me Axe-@ ‘Teol Co:...:..5. Fi 
American Screw Co.......... — | Chicago Roller Skate Co....... os ee oe 
! : : “1.2 Ferdinand & Co., L. W........ aw | Montel & Beser Co... 6.6.0 110 
American Shearer Mfg. Co.... — | Chicago Solder Co....... shine ee : : 
F ——* ie : % eee Sb : ;, | Folsom Arms Co., H. & D.... —]| Keystone Mfg. Co............ 8-9 
American Sheet & Tin Plate Co. 90 | Chicago Spring Hinge Co...... 34 * ° 
2 = . Foster Bolt & Nut Co........ 98 | Keystone Steel & Wire Co.... — 
American Steel & Wire Co... 30] Clayton & Lambert Mfg. Co.. — F h B C Kimball Bios. Co 3 
American Stove Co........... ons Et SEI BED, BEN. 0.020050 1 — BEIT NO» «3 +49 0:90.00 > 107 aed — ae M bee ey E 35 
American Telephone & Tele- Cleveland Stone Co., The..... -- saihae ie a8 ~e aiial Ma 
eee Pa eee _ | Cleveland Twist Drill Co...... 93 pene Read ie etl eelige a 
American Window Glass Co... — | Cleveland Wire Spring Co.... — G wee te oe 
American Wire Fabrics Corp.. -—- | Coates Clipper & Mfg. Co..... ~~ Wheel C 
Ames Shovel & Tool Co...... SS: ee a 32 nae a ~ i apge eee ee a “i, L 
Anchor Post Fence Co........ 29 | Coldwell Lawn Mower Co..... —I¢ mae + Lange Corp....... Fe 
Anti-Borax Compound Co..... 113 | Columbian Rope Co........... — ear eect ng Co........ “~ | Lakeside Forge Co........... — 
Pe ON SDs osc skecave 108 | Columbia Tire & Rubber Co.. — eee Wheelbarrow Co...... ~~ | Lakewood Rubber Prods. Co.. — 
Apex Stamping Co........... 99 | Comstock-Bolton Co. .......... _ veg & Bennett Mfg. Co.. 3411 amson & Goodnow Mfg. Co.. — 
RONRE , Ml  sikwcséeeds — | Congoleum-Nairn, Inc. ........ — ay oon 4 Range Co...... “| Lamson & Sessions Co........ — 
Armstrong Bros. Tool Co...... 113 | Connecticut Valley Mfg. Co.... — Go roducts Co...... ~~ | Landreth Seed Co., D.......... 113 
Armstrong Mfg. Co........... 29 | Connors Hoe & Tool Co...... -- ery eed Co. helene ss Anes 96 Lane Unique Tool Co., Will B. — 
Arrow Electric Co........... 109 | Consolidated Electric Lamp Co.. — Gust 2 . & a tteersss* —~ | Lendzion Leather Goods Co.... — 
ais O Ce., EB. C........... — | Continental Paper & Bag Mills G 20 4 ubber Co, B. F... — Libby Owens Sheet Glass Co.. — 
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“Expect Great Things 
of the NORTON” 


A year ago when we commenced this series of 
advertisements, we told the trade to expect great 
things of the NORTON. 

Today consider the new NORTON. Still em- 
bodying the time-tried principle that has always 
made it the leader, but now equipped with many 
improvements—betterments that are exclusive— 
superiorities that are innovations. 

For instance, there’s the piston. Once it was 
of iron. Eventually it warped and twisted as do 
all iron pistons where the length exceeds the diam- 
eter. Now it’s of cold rolled steel. Can’t warp 
—can’t twist—can’t buckle nor balk—not in a 
lifetime. 

And the teeth of the piston. Now they’re cut 
with micrometer precision—to the most infinites- 
imal fraction of an inch. There can’t be play— 
there can’t be lost motion. There can’t be ex- 
cessive wear. For now they fit—now they mesh— 
perfectly. 

Then there’s the ear. Formerly it was an integral 
part of the closer. Once broken, the entire closer 
had to be discarded. But not now. We detached 
the two—made each separately. Now if an ear 
breaks, just put on a new one. (But it won’t 
break— it’s drop-forged steel.) 

The end plugs, too, are new. Cold rolled steel 
now, where once they were grey iron. Now they’ve 
long life built into them. Now they won’t warp, 
leak nor stick. 

Great things, yes! Great mechanically. But 
still greater in performance—in salability—in ulti- 
mate customer satisfaction. Learn to know the 


new NORTON. It pays. 


There is only One 
GENUINE . 
NORTON Door Closer 


It’s made exclusively by the 


NORTON DOOR CLOSER CO. 


DIVISION OF THE YALE & TOWNE MANUFACTURING CO. 
2900-18 N.Western Ave.~- Chicago, Ill. 


The Largest Exclusive Door Closer Manufacturers 
in the World 
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Cutters 


This glass cutter is meeting with 
great success throughout the 
country. The improved handle 
of the proper length fits the 
hand comfortably with de- 
pressed place for the forefinger 
to rest. The finish is non-stick- 
ing enamel. The sunken letters 
do not callous the thumb. 


Breakers are correctly gradu- 
ated to the proper size. The 
axle is heat-treated for perma- 
nent wearing. The slot fits the 
wheel exactly and gives accu- 
racy for straight edge work. 


The wheel is hand made, honed 
and thrice tested; it will not 
skip, waver or drag at a straight 
edge. There is a perfect bear- 
ing, only very slight pressure 
needed to do the work. 






Mephisto Wheel 


Hardest, sharpest, lightest-running. 


A production too! 


W. A. Ives Mfg. Co. 
Meriden, Conn. 
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Illustration 
about three-fourths 
actual size 






















A SUPER Master Padlock 


Much larger in size and construction! Laminated — 25 plates of high 
carbon steel riveted with 8 rivets under 100 tons pressure — over three- 
quarters of a pound massive brute strength! Double lever security — 
shackle locked both heel and toe. Priced unusually low for quick sales. 


No. 905—shackle is one inch, high No. 907 — shackle is one inch, cyanide 
carbon steel—top and bottom plates case hardened high carbon steel — top and 
case hardened—two heavy embossed bottom plate case hardened — three heavy 
flat keys. Retails at $1.50 to $1.75. embossed corrugated keys. Retails at $1.75 
Dealer’s price only $1.00 each. to $2.00. Dealer’s price only $1.17 each. 


—Master Sampler is the above powerfully attractive display 
No. 900 with one each No. 905 and 907 mounted. 
\ Hangs conveniently any place. A real sales maker. Price only $2. 17 


= | \ 
\\ Order From Your Jobber — He HAS Them For You! 

MASTER LAMINATED PADLOCKS ARE NOW STRONGLY ADVERTISED REGULARLY 
IN THE SATURDAY EVENING POST—NEXT AD OCTOBER Ist ISSUE @ @ @ 
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"'L adore your tea and your k'ten—but I like 

* (  memgenpp a that whole silver ) B 

set came out of last week's pay envelope...""— —< 
MADE BY THE MAKERS OF 

COMMUNITY PLATE T HE BACHELOR-MAID who must support her picturesque 

tastes on her own salary, finds in Tudor Plate lovely 

services and occasional pieces that soothe her asthetic 
cravings, without putting foo permanent a crimp in her 
annual income. Four patterns... all lovely. . . chic— 
correctness — beauty . . . at nothing-to-speak-cf each! 


Services of Tudor Plate prove again the fact that good taste in 
appointments may be independent of income... FOR INSTANCE: 
the ‘Honeymoon Set’ of silverware for four covers, in Tudor 
Plate—20 preces, Smart as next month's vocut 


costs as little 
as $9.75... and every piece 18 guaranteed for twenty-five years 
of use. 


LEK 
MARY STUART 





DESIGN 


ILLUSTRATED 











This advertisement, emphasizing the smartness and economy of Tudor Plate in a most striking way, appears 
in The Saturday Evening Post out July 7- Most of your customers belong to the 2,674,000 families it reaches, 















